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The  bridge  from  print-to-mobile 
doesn’t  have  to  be  square.  H 


Digimarc  Discover  gives  publishers  a 
premium  print^to-mobile  solution  to  maximize 
reader  engagement  without  sacrificing  page 
real  estate  to  visible  mobile  response  codes, 
like  QR  codes  and  Microsoft'lags. 


Bring  articles  and  ads  to  life  with  video,  photo 
slideshows,  and  more. 

Help  readers  easily  share  your  content  with 
friends  via  Facebook  and  Twitter. 

Increase  advertising  results  by  enabling  readers 
to  take  immediate  action  such  as  buy  now  or 
download  coupons. 


Si^n  up  for  a  30-day  free  trial.  After  that,  how  much  you  pciy  is 
;■  ‘i-muneri  by  the  length  ot  time  your  content  links  are  live  $9.99  for 
r/ie  I  r  ontt'  jp  to  $49.99  for  two  years. 
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Strong  Competition  for 
Pubiisher  of  the  Year 

Newspapers  are  making  strides  despite  challenges 


Selecting  a  person  to  recognize  , 
as  publisher  of  the  year  in  the 
middle  of  a  recession  is  chal¬ 
lenging.  It’s  fair  to  say  E^Fs 
editorial  board  went  into  the  selection 
process  with  a  healthy  dose  of  cjuicism. 

But  in  the  midst  of  all  the  depressing 
news  about  layoffs,  lost  advertising, 
reduced  print  schedules,  and  increased 
competition,  I  have  to  admit  that  we  , 
were  pleasantly  surprised  at  the  quality 
of  nominations  we  received. 

Publishers  across  the  country  at 
papers  large  and  small  were  nominated  • 
by  their  employees,  their  peers,  their 
spouses,  and,  in  one  instance,  by  an 
unemployed  reader  who  was  impressed 
by  the  paper’s  “balby”  coverage  (his 
word,  not  mine).  We  received  nomina¬ 
tions  from  as  far  away  as  Germany  and 
Nigeria,  plus  several  for  publishers 
serving  a  foreign  language  niche  right 
here  in  the  U.S. 

We  received  more  nominations  for  • 
women  publishers  than  ever  before. 

Beth  Erickson  turned  the  Canton 
(Mass.)  Citizen  into  an  early  success 
story  despite  her  paper  being  derided  I 
as  the  “Ladies’  Home  Journal”  by  her  i 
competition.  Susan  Ovans  launched  . 

The  Hull  (Mass.)  Times  after  being  fired  j 
as  editor  of  a  different  paper  for  dis-  | 
agreeing  with  the  publisher’s  politiciz-  | 
ing  of  local  election  coverage.  Lacking 
the  funding  for  traditional  production 
machinery,  Ovans  was  an  early  adopter  j 
of  Mac  desktop  publishing  and  was  I 
identified  as  an  industry  pioneer  in  a  j 
1986  edition  of  TIME  magazine.  , 

We  also  heard  from  newspapers  cater-  | 
ing  specifically  to  African  American,  j 
Cuban,  Indian,  Asian,  and  LGBT  com-  j 
munities.  A  handful  of  our  nominated  | 

publishers  were  less  than  35  years  old;  j 
Alan  Baker  of  The  Ellsworth  (Maine) 


American  is  83  years  old  and  still  works 
five  full  days  a  week. 

Ashton  Phelps,  outgoing  publisher  of 
the  New  Orleans  Times-Picayune,  has  a 
fan  club.  He  takes  home  the  award  for 
most  nominations  received  for  a  single 
publisher.  In  his  32  years  at  the  Times- 
Picayune  he  guided  the  team’s  Pulitzer 
Prize-winning  coverage  of  threats  to 
global  fishing  stocks  in  1996  and  the 
aftermath  of  Hurricane  Katrina  in 
2005.  Phelps’  last  day  as  publisher  was 
September  28,  and  his  presence  is  al¬ 
ready  missed  among  those  who  worked 
with  him  both  in  the  newsroom  and  in 
the  New  Orleans  community. 

Some  publishers  were  nominated  for 
their  community  activism;  others  were 
nominated  on  the  virtue  of  not  having 
made  any  layoffs.  Nearly  all  the  nomi¬ 
nees  were  recognized  for  wearing  many 
hats.  Being  a  successful  publisher  in 
today’s  climate  means  going  on  sales 
calls,  vmting  columns,  learning  HTML 
and  Web  design,  paying  the  water  bill, 
delivering  paper  routes,  serving  on  the 
local  rotaiy  board,  and  mentoring  young 
journalists  —  often  all  in  the  same  day. 

The  publishers  that  are  truly  commit¬ 
ted  to  the  survival  of  this  industry  are 
out  there  working  their  tails  off  every 
day,  and  too  often  the  only  thanks  they 
receive  is  a  nasty  website  comment 
and  a  subscription  cancellation  notice. 
So  on  behalf  of  all  the  employees  who 
nominated  their  publishers,  allow  me  to 
say  “thank  you.”  Your  efforts  are  appre¬ 
ciated,  even  if  you  don’t  always  know  it. 

As  much  as  I  would  have  liked  to  rec¬ 
ognize  several  publishers,  the  one  who 
stood  out  above  the  pack  and  clearly 
embodies  what  it  takes  to  be  publisher 
of  the  year  was  Bill  Masterson  at  the 
Times  of  Northwest  Indiana.  Read  his 
full  profile  on  page  44.  —  KA 
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A  NOTE  OF  INFORMATION  AND  ENTREATY 
TO  FASHION  EDITORS.  ADVERTISERS. 
COPYWRITERS  AND  OTHER 
WELL-INTENTIONED  MIS-USERS  OF 
OUR  CHANEL  NAME. 


CHANEL  was  a  designer,  an  extraordinary  woman  who  made 
a  timeless  contribution  to  fashion. 

CHANEL  is  a  perfume. 

CHANEL  is  modern  elegance  in  couture,  ready-to-wear, 
accessories,  watches  and  fine  jewelry. 

CHANEL  is  our  registered  trademark  for  fragrance,  cosmetics, 
clothing,  accessories  and  other  lovely  things. 


Although  our  style  is  justly  famous,  a  jacket  is  not  ‘a  CHANEL  jacket’ 
unless  it  is  ours,  and  somebody  else’s  cardigans  are  not  ‘CHANEL  for  now.' 

And  even  if  we  are  flattered  by  such  tributes  to  our  fame  as  ‘Chanel-issime, 
Chanel-ed,  Chanels  and  Chanel-ized’,  PLEASE  DON’T.  Our  lawyers 
positively  detest  them. 

We  take  our  trademark  seriously. 


Merci, 


CHANEL  Inc 


Illustration  by  Jared  Boggess 


JRC:  Bankrupt  Again 

So,  let’s  get  this  straight.  Journal  Reg¬ 
ister  Co.  emerges  from  bankruptcy  and 
promptly  trusts  its  future  —  and  the 
future  of  its  employees  —  to  a  bunch 
of  people  like  Jay  Rosen,  who  wouldn’t 
know  a  newsroom  from  a  coffee  shop, 
who  led  that  company  directly  back 
into  bankruptcy  ?  I  hope  people  begin 
to  wake  up  to  the  fact  that  the  Future  of 
News  consensus,  as  Dean  Starkman  so 
aptly  put  it,  are  the  wrong  people  to  be 
looking  to  in  times  like  these. 

Submitted  anonymously  on 
editorundpublisher.com 

Editor's  note: 

On  Sept.  15,  USA  Today  marked  its  30th 
anniversary.  In  respome,  columnist 
John  Hartman  —  u'ho  has  written  two 
books  on  the  national  daily  —  wrote  a 
column  for  editorandpublisher.com  (ti- 
nyurl.com/8kkdl3g)  que.stioning  the  vi¬ 
ability  q/'USA  Todays  current  business 
strategy.  Hartman  suggested  changes 
based  on  his  research  and  made  the 
bold  claim  that  the  paper  is  in  danger 
of  “marking  30”  if  it  doesn't  act  swiftly. 
Several  readers  commented  to  add  their 
opinions  and  clarify facts. 

Point  17  Is  Inaccurate 

While  college  students  may  have  de¬ 
creased  their  consumption  of  general 
market  newspapers,  research  shows 
they  consistently  read  and  enjoy  their 
college  publication.  Our  2011  College 
Newspaper  Readership  Study,  which 


surveyed  600  students  nationwide,  found 
that  93  percent  of  students  at  schools 
who  produce  a  newspaper  have  read  that 
paper.  In  fact,  this  is  up  from  the  91  per¬ 
cent  of  students  who  said  so  in  our  2008 
study.  Anecdotal  evidence  gleaned  from 
observing  pick-up  rates  at  a  few  campus¬ 
es  certainly  does  not  paint  an  accurate 
picture  of  student  media  consumption. 
TAMMY  NELSON, 

vice  president  of  marketing  and  research 
refuel 

USA  Today  Used  to 
Have  Vision 

1  worked  at  USA  Today,  started  in  2000. 
Under  Tom  Curley,  USA  Today  was 
already  embracing  the  Internet  and  hired 
a  TV  team  to  put  quality  video  content 
on  usatoday.com  before  any  other  papers 
were  investing  in  video.  Curley  had  a 
vision  but  ended  up  leaving,  because 
Gannett  didn’t  want  to  spend  money  on 
vision  and  forging  ahead.  It  wanted  to 
pinch  pennies.  In  the  end,  USA  Today 
shuttered  its  TV  section  just  as  The  Wall 
Street  Journal  and  The  New  York  Times 
were  beginning  to  push  more  in  that 
direction.  Now  they  are  out  in  front,  and 
USA  Today  is  still  trying  to  reinvent  it¬ 
self  It  already  reinvented  itself  and  then 
turned  around  and  .started  going  back  in 
time.  The  employees  got  it,  but  tbe  lead¬ 
ers  did  not.  It’s  terribly  sad. 

Submitted  anonymously  on 
editorandpubli.sher.com 

Not-SO’Critical  Thinking 

How  do  newspapers  regain  trust  (Critical 


“From  the  top 
editors  to  the 
rookie  reporters, 
newspapers  must 
inculcate  balanced 
political  reporting” 


r 


Thinking,  September  2012)?  Simple: 

Be  honest,  truthful,  and  let  the  reader 
decide.  Currently,  daily  newspapers  are 
on  the  side  of  the  liberal  agenda,  and  it 
shows. 

WAYNE  DOMINOWSKI, 

Sergeant  Bluffilowa)  Advocate 

Restore  the  New  Pages  to 
the  News 

From  the  top  editors  to  the  rookie  report¬ 
ers,  newspapers  must  inculcate  balanced 
political  reporting  (Critical  Thinking, 
September  2012).  Extract  the  slanted 
headlines,  po.sitioning,  and  reporting 
from  the  news  columns,  and  restore 
partisan  choices  to  the  editorial  and  op¬ 
ed  pages. 

DON  DWIGHT 

Submitted  on  editorandpublisher.com 


Send  us  3rour  conunents 

kristina@editorandpublisher.com 

“Comments,”  Editor  &  Publisher, 
17782  Cowan,  Suite  C,  Irvine,  CA  92614. 
Please  include  your  name,  title,  city  and  state,  and  email 
address.  Letters  may  be  edited  for  all  the  usual  reasons. 
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V-E  DAY.  CENSORSHIP,  & 
THE  ASSOCIATED  PRESS 


Honoring 

Greatness 


Journalists’  campaign  to  award 
posthumous  Pulitzer  to  Edward 
Kennedy 


Edited,  with  a  Prologue 
and  Epilogue, 

J'JLIA  KEHHSDy 
COORSAK 


(ith  an  Introduction 
TOa  CURLEY  and 
JOHH  liAXKELL 
RAaiLTOH 


reporting  the  news. 

Brazil  said,  at  the 
time,  other  report- 
ers  were  “mad  as  hell” 
because  the  biggest 
story  of  the  21st  century  ' 

had  been  scooped  out 
from  under  them,  and  ***iFl^ 

the  military'  was  “em- 
barrassed”  about  the 
incident.  V 

Sixty'-seven  years 
later,  the  AP  publicly 
apologized  for  firing 
Kennedy,  and  former 
AP  president  and  chief  mUgfl 
executive  officer  Tom 
Curley  co-wrote  an  in- 
troduction  in  Kennedy’s 
memoir,  “Ed  Kennedy’s 
War:  V-E  Day,  Censor- 
ship,  and  the  Associated  Press,”  pub¬ 
lished  by  Louisiana  State  University 
Press. 

“Time  has  healed  that  wound,” 
Brazil  said.  “Back  then,  there  were 
pressures  of  war.  Time  has  changed 
and  people  think  more  clearly  now.” 

Brazil  said  the  campaign’s  goal  is 
simple:  Get  Kennedy  the  Pulitzer 
Prize  he  deserved.  “It  took  incredible 
nerve  to  do  what  he  did,”  Brazil  said. 
“He  knew  he  would  get  a  fuselage  of 


A  group  of  nearly  40 
journalists  have  ral¬ 
lied  together  to  start 
a  campaign  to  award 
a  posthumous  Pulitzer  Prize  to 
Edward  Kennedy,  the  reporter  who 
first  broke  the  news  of  Germany’s  sur¬ 
render  in  World  War  II.  Campaign 
co-chairs  are  Ray  March,  editor  of  the 
Modoc  Independent  News  in  Cedar- 
\ille,  Calif,  and  Eric  Brazil,  retired 
Los  Angeles  bureau  chief  for  USA 
Today  and  former  reporter  for  the 
San  Francisco  Chronicle. 

Kennedy  was  Associated  Press 
Paris  bureau  chief  in  May  1945,  and 
was  among  17  reporters  who  were 
allowed  to  witness  Germany’s  formal 
surrender.  For  political  reasons,  news 
of  the  surrender  was  under  embargo 
for  36  hours  so  the  Soviets  could 
hold  another  surrender  ceremony  in 
Berlin. 

But  Kennedy  broke  the  military' 
embargo  after  learning  the  Germans 
had  announced  their  own  surrender 
in  an  official  radio  broadcast.  He  con¬ 
tacted  censors  and,  since  the  safety' 
of  Allied  troops  was  no  longer  an 
issue,  he  used  a  military'  phone  line 
to  call  London  and  dictated  the  story'. 
Kennedy  was  fired  from  his  job  for 


criticism  and  it  took  great  personal 
courage.” 

March  added,  “This  was  an  incred¬ 
ible  moment  in  the  history  of  journal¬ 
ism,  and  it’s  a  chance  to  clear  (Ken¬ 
nedy’s)  record  and  set  it  right.” 

Brazil  said  Kennedy,  who  died  in 
a  traffic  accident  in  1963,  always  felt 
he  didn’t  do  anything  wrong,  and  if 
Kennedy  were  alive  today  and  knew 
about  this  campaign,  Brazil  said  his 
attitude  would  be,  “I  told  you  so.”  ■ 
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>  Look  Ahead 


Streaming 
the  World 

Wall  Street  Journal  launches 
global  video  platform 


As  more  readers  turn  to 
social  media  and  mobile 
for  their  news,  video  is 
emerging  as  the  latest 
tool  for  print  journalists.  The  Wall 
Street  Journal  recently  launched 
WSJ  WorldStream  (wsj.com/world- 
stream),  a  global  publishing  platform 
for  short-form  videos  shot  with  a 
smartphone  by  WSJ  and  Dow  Jones 
journalists  from  around  the  world. 

WSJ  WorldStream  is  the  newest 
addition  to  WSJ  Live,  the  JoumaF s 
video  initiative,  which  launched  four 
new  shows  in  the  past  year  from 
New  York,  London,  Hong  Kong,  and 
Washington,  D.C.  WSJ  WorldStream 
is  powered  by  Tout,  a  San  Francisco- 
based  technology  company.  It  is 
available  as  a  free  Web  app,  and  its 
content  can  be  shared  across  social 
platforms. 

Overseeing  the  project  is  editorial 
video  director  Shawm  Bender  and 
real-time  video  deputy  Mark  Schef- 


THEWALLSTROn'JOniNAL 


tier.  Alan  Murray,  ILS/s  deputy 
managing  editor  and  e.xecutive  on¬ 
line  editor,  said  because  technology 
is  changing  so  rapidly,  WSJ  World- 
Stream  created  a  “huge  opportunity 
for  our  reporters,”  where  they  can 
take  video  on  a  small,  inexpensive 
device  and  send  the  file  in  right  away. 

Murray  said  the  project  started  as 
an  internal  work  tool,  w'here  videos 
would  be  pulled  out  of  a  queue  and 
embedded  into  a  corresponding 
story  based  on  need.  Instead,  tbe 
team  thought,  “Why  not  expose  the 
work  tool  to  readers?”  Murray  said 
now  the  public  can  watch  these  “raw 
feeds”  almost  in  real-time  at  WSJ 
WorldStream.  The  videos  are  still 
embedded  in  stories  on  wsj.com  and 
incorporated  into  daily  live  vadeo 
programming  and  video  packages. 


Murray  said  WSJ  WorldStream 
makes  it  as  easy  as  possible  for 
reporters  to  shoot  and  send  in  their 
videos.  Training  sessions  were 
conducted  over  the  course  of  a 
year-and-a-half,  where  so  far,  200 
reporters  have  taken  part.  According 
to  Murray,  about  400  reporters  are 
equipped  with  an  iPhone  to  make 
videos.  Videos  are  reviewed  by  an 
editor  before  they  are  posted  online. 
Each  video  is  less  than  a  minute 
long,  and  current  clips  on  the  site 
range  from  Paris  Fashion  Week  to 
the  latest  violence  in  Syria.  Murray 
said  kES/s  video  viewership  is  now 
at  30  million  streams  per  month. 

According  to  Murray,  journalists 
are  not  required  to  send  in  a  cer¬ 
tain  number  of  video  clips.  He  said 
when  WSJ  WorldStream  was  an¬ 
nounced  to  the  staff,  he  was  wary  of 
how  many  reporters  would  actually 
upload  clips,  but  he  was  surprised  to 
see  the  number  of  reporters  embrac¬ 
ing  the  project. 

“(They)  want  an  audience  and  for 
readers  to  see  what  they  do,”  Murray 
said.  “Video  makes  the  journalism 
more  powerful.” 

Murray  said  the  goal  is  to  get 
reporters  shooting  video  as  a  regular 
part  of  their  job.  “The  journalism  of 
the  future  is  to  tell  stories  in  mul¬ 
tiple  ways.”  ■  —NY 


>  Offbeat 


V 


Amount  Due 


Truman  Library  pays  off  former  president’s  late  newspaper  bill 

Even  if  they  are  decades  old,  some  debts  can  be  repaid. 

The  Independence  (Mo.)  Examiner  reported  that  the  Hany  S. 

Truman  Library  and  Museum  paid  off  President  Truman’s  overdue 
newspaper  bill,  amounting  to  $56.63,  including  interest.  Tbe  money 
went  to  80-year-old  George  Lund,  who  was  Truman’s  paperboy  in  1947.  The 
then-15-year-old  had  the  Truman  home  on  his  route  for  about  sLx  months.  He 
told  the  Examiner  he  remembered  tbe  amount  owed  was  about  $7.50. 
to  Lund  and  bis  fellow  residents  at  the  Tallgrass  Creek  retirement  com- 
f  munity  witnessed  the  official  payment  during  the  “We’re  Just  Wild  About 
Harry”  event.  —NY 
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Expanding  Coverage 

New  Orleans  nonprofits  team  up  to  bring  more  content 

When  the  New  Orleans  Times-Picayune  cut  its  print 
schedule  from  seven  days  a  week  to  three  in  order 
to  cut  costs,  the  city  became  the  largest  metropolitan 
area  in  the  country  without  a  daily  newspaper.  Many 
community  members  expressed  their  dismay  over  the  announcement, 
wondering  where  they  would  turn  for  news.  Some  local  media  outlets  — 
including  nonprofits  —  stepped  in  to  fill  the  gap. 

In  July,  the  University'  of  New  Orleans  announced  it  was  creating  a 
new  nonprofit,  multimedia  newsroom  in  partnership  with  public  radio 

Continued  on  page  15 
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{legal  briefs} 


Gannett  wins  lawsuit  to 
have  access  to  public 
records 

New  Jersey's  Asbury  Park  Press 
reported  that  a  Superior  Court 
judge  has  ruled  a  municipality  must 
turn  over  its  computerized  payroll 
records  to  Gannett  newspapers. 
Official  representatives  for  the 
town,  Raritan  Borough  in  Somerset 
County,  said  the  city's  private  pay¬ 
roll  vendor  held  the  requested  docu¬ 
ments,  and  those  documents  could 
not  be  extracted  from  the  vendor's 
computer  unless  the  newspaper 
group  paid  $1,100.  Superior  Court 
Judge  Yolanda  Qccone  ruled  that  it 
was  irrelevant  if  a  private  company 
held  the  documents.  The  borough 
must  provide  digital  records  without 
cost,  she  said.  Ciccone’s  order  comes 
after  a  nearly  four-year  legal  fight 
that  pitted  the  Gaimett-owned  N.J. 
Press  Media  newspaper  chain,  of 
which  the  Asbury  Park  Press  is  a 
member,  against  Rciritan  Borough 
and  the  New  Jersey  State  League  of 
Municipalities.  The  documents  were 
requested  as  part  of  an  investigation 
into  public-employee  salaries  and 
overtime  in  five  counties. 


Canadian  hockey  team 
drops  libel  lawsuit 

According  to  the  Student  Press  Law 
Center,  the  Kitchener  Rangers,  a 
junior  hockey  team  based  in  Ontario, 
has  dropped  its  libel  lawsuit  against 
University  of  Michigan  student 
newspaper  The  Michigan  Daily  and 
one  of  its  reporters  after  the  paper 
issued  a  clarification  and  took  down 
a  story  that  accused  the  team  of 
offering  money  to  a  University  of 
Michigan-bound  player.  The  clari¬ 
fication  was  posted  on  the  paper's 
website.  In  the  lawsuit  filed  against 
the  Daily,  reporter  Matt  Slovin  and 
Slovin's  anonymous  source  the 
Rangers  claim  the  July  3  article  was 
false  and  was  published  "in  a  delib¬ 
erate  and  malicious  attempt  to  harm 
the  Rangers'  reputation."  The  team 
sought  a  combined  $1  million  in 
general  and  punitive  damages.  The 
Daily  defended  its  reporting  initially 
but  said  in  its  clarification  that  new 
information  had  shown  the  story  to 
be  inaccurate. 


Anonymous  commenter 
targeted  in  lawsuit 
identifies  herself 

i  The  Spokesman-Review  (Spokane, 
i  Wash.)  reported  that  a  woman  who 
claimed  to  have  posted  a  comment 
on  a  Spokesman  -Review  blog  that 
triggered  a  defamation  lawsuit  has 
;  revealed  her  identity.  Linda  Cook 
I  said  her  suggestion  to  ask  Kootenai 
I  County  Republican  Party  chair- 
!  woman  Tina  Jacobson  about  alleged 
missing  money  in  the  Kootenai 
i  County  GOP  coffers  -  which  Cook 
i  posted  under  the  moniker  "almost- 
!  innocentbystander"  -  was  based 
!  on  information  she'd  heard  from  a 
board  member.  Jacobson  sued  the 
‘  anonymous  commenter  in  April 
and  subpoenaed  the  Spokesman - 
!  Review  to  reveal  information  that 
i  could  be  used  to  identify  "almost- 
innocentbystander."  Kootenai 
County  1st  District  Judge  John 
Patrick  Luster  ordered  the 
,  newspaper  in  July  to  reveal  the 
information,  as  well  as  any 
correspondence  between  the 
commenter  and  the  newspaper. 
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From  the  Archive 


Community 
Publisher  Launches 
Fourth  Newspaper 


Bob  Brown,  left,  and  Frank  Truitt  of  the  Paducah  (Ky.)  Sun-Democrat  circulation 
department  relied  on  tape-recorded  instructions  to  guide  them  when  they  had  to 
deliver  paper  routes  in  an  emergency.  The  recorder,  which  operated  on  an  inverter 
plugged  into  the  car’s  cigarette  lighter,  instructed  them  on  where  to  throw  each 
paper  on  a  route.  This  photo  originally  appeared  in  the  Nov.  28, 1959  edition  of  ESP. 


Dan  Starnes  might 
not  have  an  exten¬ 
sive  background  in 
journalism,  but  the  Ala¬ 
bama  newspaper  publisher 
just  launched  his  fourth 
community  newspaper,  the 
Hoover  Sun.  last  month.  He 
also  owns  The  Homewood 
Star,  280  Living,  and  Village 
Living,  all  of  which  are  free 
newspapers  distributed 
monthly  in  print  and  online. 

Starnes  told  The  Birming¬ 
ham  News  that,  with  the 
addition  of  the  Hoover  Sun, 
his  total  monthly  print  cir¬ 
culation  will  reach  71,000. 

Even  though  the  Bir¬ 
mingham  News  reduced 
print  publication  from 
seven  days  a  week  to  three, 
Starnes  told  the  News, 

"I  think  (print)  still  has  a 
place,  and  I  think  we're  just 
scratching  the  surface  of 
what  we  can  do." 
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REACH 


Watchdog  Reporter 
Uncovers  Misreported 
Violent  Crimes 


Reporting  for  the  Milwaukee 
Journal  Sentinel,  Ben  Poston 
discovered  that  although 
Milwaukee  Police  Chief  Edward 
Flynn  touted  the  city's  fourth- 
straight  year  of  falling  crime,  that 
decline  was  due  to  faulty  data,  not 
safe  streets.  The  Journal  Sentinel 
investigation  found  that  hundreds 
of  beatings,  stabbings,  and  child 
abuse  cases  were  missing  from 
the  count. 

‘‘More  than  500  incidents  since 
2009  were  misreported  to  the  FBI 
as  minor  assaults  and  not  included 
in  the  city’s  violent  crime  rate," 
Poston  wrote.  “That  tally  is  based 
on  a  review  of  cases  that  resulted 
in  charges  -  only  about  one-fifth 
of  all  reported  crimes." 

If  Flynn's  tally  had  properly  ac¬ 
counted  for  all  the  misreported 
cases,  he  would  have  reported  a  1.1 
percent  increase  in  Milwaukee's 
violent  crime  rate,  rather  than  the 
2.3  percent  decline  he  touted. 
Criminologists  reviewed  the 
Journal  Sentinel's  findings  and  said 
they  showed  a  pattern  of  misre- 
porting  that  has  helped  drive  down 
the  city's  crime  rate.  Nearly  one- 
third  of  the  assault  cases  identified 
by  the  investigation  involved  the 
abuse  of  children. 


i  Journalism’s  Crystal  Ball 


Future  Journalism  Project  launches  Latin  America  website 


w 


6 


future 
journalism 
project 
latin  america 


'ith  media  futurists  pre¬ 
dicting  the  demise  of 
the  newspaper  industry, 

the  Future  Journalism 
Project  (tumblr.the^p.org)  is  reporting  just 
the  opposite.  Created  by  Michael  Cervieri, 
co-founder  of  the  media  production  and  strategy  collective  ScribeLabs,  FJP 
describes  itself  as  a  “multiplatform  documentary  exploring  the  present  state, 
current  disruption,  and  future  possibilities  of  American  journalism.” 

This  summer,  FJP  launched  its  Latin  American  counterpart  at  la.theflp.org 
with  editors  Jose  L.  Leyva  and  Roberto  Juarez-Garza.  Leyva  is  a  Fulbright  Schol¬ 
ar  with  tw'o  master’s  degrees  from  Columbia  University  in  journalism  and 
digital  media,  and  in  international  affairs.  He  is  based  in  Mexico  City.  Juarez- 
Garza  holds  a  master’s  degree  in  international  studies  from  the  University  of 
Washington  with  a  dual  concentration  on  Latin  America  and  international 
communications.  He  spent  seven  years  in  Seattle  w  orking  as  a  communica¬ 
tions  strategist  and  now  resides  in  Monterrey,  Mexico. 

Leyva  said  FJP  I.atin  America  covers  media  issues  specific  to  the  region 
as  well  as  Spanish  language  press  in  North  America.  “For  example,”  he  said 
some  topics  may  include,  “the  dangers  Mexican  journalists  face  covering  the 
narco  wars,  government  interference  with  news  organizations  in  Venezuela, 
innovative  literacy  campaigns  in  Colombia,  and  open  source  and  startup 
technology  initiatives  specific  to  the  needs  here.” 

According  to  Leyva,  the  primary'  focus  of  the  website  is  to  spot  any  kind  of 
disruption  in  Latin  American  journalism  in  any  form  —  from  long  te.xt  pieces 
to  videos  and  pictures.  “The  Tumblr  platform  allows  us  to  post  items  in  differ¬ 
ent  kinds  of  media,  which  translates  in  a  rich  visual  user  interphase,”  he  said. 

Leyva  said  FJP  Latin  America’s  reporting  and  curation  is  based  on  educa¬ 
tion,  practice,  business  models,  and  democracy.  “These  four  pillars  are  the 
core  components  of  journalism  as  a  professional  career,  as  a  job,  as  a  busi¬ 
ness,  and  as  an  indispensable  vehicle  for  the  success  of  every'  democracy,” 
he  said. 

“An  overall  goal  is  for  FJP  Latin  America  to  serve  as  a  prototype  for  other 
region-specific  sites  the  Future  Journalism  Project  is  planning  to  launch,” 
Leyva  said.  “We  want  to  be  a  reference  for  all  things  Latin  American 
journalism.”  —NY 


SAY 

WHAT? 

New  Vocabulary  for 
the  Modem  Era 


r 


(n):  a  family  gathering  that  usually 

^  I  ^  I  ^  ^  includes  a  special  meal  and  gifts  and 

M  JLJi,d/J.  Jl  JL  is  held  in  early  December  bet^veen 

Thanksgiving  and  Christmas 

“In  the  four  years  I  have  been  celebrating  Thanksmas,  I  can  honestly 
say  that  I  think  I  enjoy  the  holidays  more  now.  It  has  taken  the  pres¬ 
sure  off.  I  get  to  spend  time  with  my  family  and  not  worry  about  being 
herded  like  cattle  on  my  way  back  west.” 

-  Sean  Gallagher.  Los  Angeles  limes,  Dec.  29, 2008 
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Buffalo  News 
unveils  rebranding 
campaign 


Newspapers  have  learned  that  in  order  to  stay 
ahead  in  the  industry  they  need  to  evolve  and 
be  innovative.  This  lesson  is  being  practiced  at  the 
Buffalo  (N.Y.)  Nexvs,  where  a  rebranding  effort  re¬ 
cently  rolled  out  in  conjunction  wth  a  new  advertising  campaign 
featuring  its  mobile  and  tablet  apps. 


[BNjtertained: 


'Where  else  can  you 
get  the  latest  music, 
entertainment  and 
concert  news? 


[BN]thralled 


NOWHERE  But 

Buffalo  News 


Starting  on  Oct.  1,  full  access  to  bufFalonews.com  and  its  digital 
products  now  require  a  subscription.  The  home  page,  section 
fronts,  and  10  stories  per  month  are  available  without  a  fee,  and 
current  subscribers  are  able  to  register  for  digital  content  without 
any  additional  cost.  New  subscribers  who  opt-in  under  automatic 
renewal  can  sign-up  for  a  digital-access-only  plan  for  $2.49  a 
week. 

Neics  president  Warren  Colville  said  the  company  started  to 
look  into  charging  for  digital  content  a  year  ago.  They  hired  New 
Jersey  marketing  firm  American  Opinion  Research  to  evaluate 
the  pros  and  cons  of  the  plan. 

Colville  described  the  paper's  new  digital  model  as  a  “conser¬ 
vative  approach.”  In  addition  to  its  new  subscription  fees,  the 
paper  also  updated  its  mobile  app  for  Android  and  iPhone,  and 
developed  a  tablet  app  for  the  Kindle  Fire  and  iPad.  An  e-edition 
of  the  paper  also  launched  late  last  month. 

Colville  said  he  has  not  seen  much  pushback  about  the  new 
fees,  since  the  paper  let  readers  know  of  the  plans  far  in  advance 
and  current  subscribers  do  not  have  to  pay  anything  extra  for 
digital.  He  said  50,000  of  the  paper’s  current  subscribers  have 
registered  so  far,  and  the  paper  expects  19,000  new  subscribers 
to  sign-up  for  digital  only  access. 

The  new  subscription  model  coincides  with  the  News'  rebrand¬ 
ing  campaign.  Working  with  advertising  agency  Eric  Mower  and 
Associates,  Colville  said  an  aggressive  approach  was  created  to 


Nowhkrk  BitTiik  BiFF.UjoNrw’s 
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(h4t  GUSTO  wrvM  uponttHlAinitient  ttovl 

<3i(*r\Q  *vwy  Fndoy.  Don't  ptAn  yOvK  without  «t 

,  Subscribe  now! 

Cali  716.842.1111 


“It  shows  we’re  not 
hunkering  down  — 
we  have  big  plans  for 
the  future.” 
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[bn]  lightened 


NOWHERE  But 

The  Buffalo  News 

IppijWfWIlWWiflW*  ■■■• 


Nowhere  But  The  Buffalo  News 


^rf^hanla 


Take  advantage  of 
this  All-Access  Offer! 


Get  The  Buffalo  News 

delivered  Friday,  Saturday  and  Sunday 

PLUS  receive  Unlimited  Access  to 

BuffaloNews.com 

on  your  Desktop,  Laptop,  ''y 

Smartphone  and  Tablet!  \ 

for  only  *2.92 


Call:  842-nn 

or  go  online  anytime  to: 
services.buffalonews,com 


Be  sure  to  use  code  SAUGI 2. 

Or.  if  you  preier  the  man,  send  us  the 
atached  postage-paid  order  coupon 


market  the  company’s  new  image. 
According  to  the  News,  the  cam¬ 
paign  included  2,500  tele\Tsion 
commercials,  six  billboards,  135 
moving  billboards  on  buses,  and 
thousands  of  radio  spots.  Full-page 
ads  also  rotated  heavily  inside  the 
paper. 

“It  lets  people  know  that  what 
you  get  inside  the  Buffalo  New's, 
you  can’t  get  anywhere  else,” 
Colville  said.  “It  shows  we’re  not 
hunkering  down  —  we  have  big 
plans  for  the  future.” 

The  rebranding  features  a  new 
logo  centered  on  two  letters:  BN 
(the  paper’s  initials).  Billboards 
are  splattered  with  words  like 
“BN-riched,”  BN-formed”  and  the 
sports-centric,  “BN-in  the  game.” 
Colville  said  a  second  portion  of 
the  rebranding  effort  highlights 
rejxirters  interviewing  well-known 
figures  such  as  Buffalo  Bills  run¬ 


ning  back  Fred  Jackson  in  TV 
spots,  and  the  only  way  to  finish 
the  segment  is  to  get  it  from  the 
News. 

“Our  theme  is  to  build  on  our 
brand  and  have  it  be  easily  recog¬ 
nized,”  Colville  said.  “And  hit  on 
it  over  and  over,  ‘Now’here  but  the 
Buffalo  News." 

Not  only  is  the  campaign  creat¬ 
ing  buzz  around  the  communitv', 
but  it  has  also  re-energized  the 
newsroom.  Colville  said  he  pur¬ 
chased  10,000  T-shirts  for  News 
employees  with  “BN-inspired” 
printed  on  it.  He  called  employees 
“BN-ambassadors”  because  they 
are  out  spreading  the  news  about 
the  campaign. 

“I’ve  received  nice  notes  saying 
they’re  so  excited  about  what  we’re 
doing  as  a  company,”  Colville  said. 
“It’s  worth  a  million  dollars  for  me 
to  see  them  as  ambassadors.”  —NY 


Continued  from  page  10 

station  89-9  WWNO  FM.  The  New 
Orleans  Reporter  —  and  the  online 
newsroom  at  neworleansreporter.org  — 
was  scheduled  to  launch  at  the  end  of 
this  year,  but  the  plan  to  produce  origi¬ 
nal  reporting  was  revised.  The  new  plan 
for  the  site  is  to  focus  on  building  and 
expanding  the  reporting  role  of  The  Lens 
(thelensnola.org),  another  nonprofit 
news  website  based  in  New  Orleans. 

WWNO  general  manager  Paul  Maas- 
sen  said  the  project  was  born  from  the 
decline  of  in-depth  journalism.  He  said 
the  situation  at  the  Times-Picayune 
added  a  “sense  of  urgency”  to  “put  our 
heads  together.” 

The  Lens,  along  with  NolaVie,  the  re¬ 
gion’s  nonprofit  cultural  and  communitv* 
website  at  nolavie.com,  was  originally 
set  to  be  content  partners  with  the  New' 
Orleans  Reporter.  Maassen  said  the  new* 
approach  now  builds  on  these  partner¬ 
ships  and  plays  to  their  strengths. 

“We  wanted  to  avoid  redundancy  and 
duplicating  what  we  do,”  Maassen  said. 
“This  collaborative  model  builds  on  an 
infrastructure  that’s  already  there.” 

The  Lens’  mission  is  to  “build  out  a 
more  advanced  w  ebsite  to  showcase 
multimedia  and  better  provide  public- 
interest  journalism  to  users  on  mobile 
devices  and  tablets.”  It  will  also  increase 
staff  from  eight  to  10,  with  ftirther 
growth  projected  next  year. 

Maassen  said  WWNO  will  collaborate 
with  The  Lens  to  produce  multiplat¬ 
form  content  and  cover  general  assign¬ 
ment  news,  arts  and  culture  along  with 
NolaVie. 

Ev'en  though  the  original  concept  be¬ 
hind  New  Orleans  Reporter  has  shifted, 
Maassen  said  the  goal  is  still  the  same: 
to  provide  more  content  to  the  people  of 
New  Orleans  and  Louisiana. 

“The  community  benefits  by  receiving 
more  in-depth  content  and  adding  to 
their  information  sources,”  he  said.  “It 
shows  nonprofit  journalism  can  provide 
real  value  to  the  communitv*.”  —NY 
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0* 

>  r  As  a  grasshopper  hangs  on,  a  honeybee  flies  to  the  nectar  of  a  bright  sunflower  In  a 

yellow  field  west  of  Adams  along  Highway  41  in  southeast  Nebraska. 


tackle  the  tough  questions 


Has  the  need  to  break  news  first  through  social 
.  media  diminished  the  integrity  of  the  journalism 
profession  because  of  reporting  errors? 


In  a  world  where 
journalists  have  \ 

*  seconds  to  catch  ^ 

the  attention  of  a  reader,  social 
media  is  a  blessing.  It’s  brief. 

It’s  interactive.  It’s  fast. 

But  the  immediacy  of  social 
media  tools  such  as  Twitter 
can  also  be  a  journalist’s  worst  U  I 

enemy.  Since  the  pressure  to  Christina  Downs,  21, 

break  news  is  a  heavy  burden  (Washington,  d.c.) 

cast  on  the  media  professional,  - 

social  media  should  be  carefully  Downs  is  a  print  journalism  major  and 
•j  j  '  photography  minor.  A  native  of  Athen. 

considered  and  studied  before  ^  I  ^ 

6a.,  she  IS  editor-in-chief  of  the  campi 

it  s  used  for  reporting.  newspaper.  The  Hilltop,  The  American 


Christina  Downs,  21, 

Senior,  Howard  University 
(Washington,  D.C.) 


photography  minor.  A  native  of  Athens, 
6a.,  she  is  editor-in-chief  of  the  campus 
newspaper.  The  Hilltop,  The  American 

Technolog)’  is  based  on  the  Society  of  Magazine  Editors  selected 

notion  that  faster  is  always  Downs  for  an  internship  at  AARP 

,  „  *  .  .  ,  magazine.  She  was  also  awarded  a 

better.  As  a societv  we  have  ,,  ^ 

'  White  House  Correspondents  Associa- 

adopted  this  mentality  for  (ion  Scholarship. 

almost  every’  facet  of  our  lives. 

We  want  our  food  sooner,  our 
careers  faster,  and  our  news  now. 

To  21st  century’ journalists,  charged  with  serving  both 
the  needs  and  w’ants  of  their  audience,  it’s  easy  to  become 
sw'ept  away  by  this  speedy  mindset.  Soon  we  begin  to 
justify  bad  choices,  such  as  overlooking  potential  biases  or 
points  of  inaccuracy’,  based  on  the  public’s  perceived  need 
to  get  the  news  immediately. 

As  we  charge  forward,  we  must  greatly  question  the 
motives  behind  our  reporting  decisions.  Reporters  are  not 
athletes,  and  therefore  the  two  should  not  behave  the  same. 
Our  goal  should  not  center  on  beating  our  opponents  to 
the  finish  line. 

A  journalist’s  only  goal  should  be  telling  the  truth  in  the 
most  accurate  and  ethically  sound  way  possible.  Social 
media  is  an  undoubtedly  amazing  addition  to  the  storytell¬ 
ing  inventory  of  the  21st  century’ journalist,  but  consider 
this:  After  a  while,  people  do  not  necessarily  remember 
who  broke  the  story,  but  they  certainly  remember  who 
made  the  errors. 


No,  but  we  must  work 
harder  to  protect  that 
*  integrity.  Let’s  face  it: 

Social  media  is  one  of  the  greatest 
tools  and  greatest  banes  of  tradi¬ 
tional  journalism. 

In  today’s  push  for  instant  gratifi¬ 
cation,  people  want  to  know  break¬ 
ing  news  as  it  develops.  Television 
and  radio  gave  bits  and  pieces  of  Vickie  Schaffeld 
news  as  it  became  available  long  Holbrook,  56, 
before  social  media  became  part  press-T^une 

of  the  information  mix.  Hence,  the  - 

“must-report-it-first”  mentality  has  Holbrook  is  managing  editor  of  the 

.•1  lijntTj  Idaho  Press-Tribune,  a  cte//y  newspaper 

certainly  escalated.  But  I  don  t  think  .J  .  « 

.  .  .  ,  in  Nampa,  Idaho.  She  graduated  from 

the  credibility  suffers.  Legitimate  Oregon  State  University  and  started 

news  organizations  know  a  reputa-  her  journalism  career  at  the  Nampa 

tion  for  getting  it  right  is  essential,  newspaper  in  1979. 

Gossip  television  shows,  bloggers 
and  citizen  journalists  are  in  the  game  as  well  because  they 
aren’t  always  differentiated  from  credible  media  sources;  the 
public’s  perception  may  be  skewed. 

Professionals  qualify  developing  news  phrases  such  as  “ini¬ 
tially  reported,”  “early  reports  indicate,”  or  “check  our  website 
for  more  details.”  It’s  our  job,  as  professional  journalists  to  get  it 
right  —  in  social  media  as  well  as  our  print  and  online  products. 

Now  we  have  to  work  harder  to  present  that  breaking  news  in 
140  characters,  short  Facebook  posts,  or  tiny  bytes  of  informa¬ 
tion.  Sometimes  the  greater  picture  is  lost  or  misunderstood 
until  the  more  complete  story  is  finally  released.  The  rush  to  be 
first  can  also  mean  journalistic  disaster  if  there’s  a  misplaced 
word  or  someone  jumps  the  gun  and  reports  inaccurate  news. 

Professional  journalists  have  always  made  mistakes,  but  I 
don’t  see  more  mistakes  being  made  because  of  social  media 
sites.  Those  mistakes  are  just  magnified  on  the  Internet  be¬ 
cause  they  can’t  be  deleted;  they’ve  already  been  retweeted  and 
Facebooked  en  masse. 

Professional  journalists  and  news  organizations  must  under¬ 
score  the  importance  of  accuracy  and  differentiate  themselves 
from  the  rabble.  ■ 


Vickie  Schaffeld 
Holbrook,  56, 

Managing  editor,  Idaho 
Press-Tiihiine 
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data  page 


^  Social  Media  in  a  telephone  survey  of  529  managing  editors,  executive  editors,  and 
EnSaSement  ^^^I^ors  of  daily  community  newspapers: 

Do  you  use  social  media  such  as  Twitter  or  How  often  do  you  use  social  media  to 
Facebook  to  interact  with  your  audience?  interact  with  your  audience? 

(  84%  (54%^ 

1  “  ■  /  w  \/  %  Very  often  jn/w 


54% 


28% 


Very  often 


SOCIAU 

\\£V\f\ 


14% 


Sometimes 


How  often  do  you  use  digital  tools 
such  as  social  media  tools  to  listen 
to  what  your  community  is  saying 
on  platforms  or  websites  other  than 
your  own  website?  A 


Newspaper  Platform  Benefits 

Is  a  relaxing  way  for  me  to  read  the  newspaper 
Provides  a  satisfying  reading  experience  for  me 
An  easy  way  to  get  a  complete  view  of  the  news 
Has  useful  advertising 
I  usually  notice  the  advertising 
Easy  format  for  sharing  stories  with  others 
Makes  it  easy  to  stay  informed  no  matter  where  I  go 
Easy  platform  for  searching  for  further  information 
Has  really  annoying  advertising 
Highly  satisfied  with  reading  experience 


24% 

Very  often 


ever 


2S% 


Sometimes 

Source:  Reynolds  Journalism  Institute  2011  Journalist  Engagement  Survey 


Print 

Computer 

Smartphone 

Tablet 

66% 

42% 
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61% 
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‘  48% 

66% 

30% 
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12% 
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48% 

•  32% 

56% 
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facebook 

and  its  ‘Friends’ 


The  average  number  of 
friends  a  person  has  on 
Facebook 


Average  number  of  times 
women  update  their 
Facebook  status  per  month 


Younger  Boomers  (ages  47  to  56)  155.7 

Older  Boomers  (ages  57  to  65)  85.1 

Silent  Generation  (ages  66  to  74)  78.4 


G.l.  Generation  (ages  75+)  ^  42 


Average  number  of  times 
men  update  their  Facebook 
status  per  month 


Average  number  of  new 
friends  Facebook  users 
make  per  month;  they 
initiate  three  requests  and 
accept  four. 

Source:  Pew  Research  Center 
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Aging  Demographics 


Publishers  fail  to  diversify 
digital  audience 


By  Alan  D.  Mutter 


T 


[hough  newspapers  have  been 
pretty  good  over  the  years  at 
growing  traffic  on  their  web¬ 
sites,  they  are  shockingly  bad  at 
capitalizing  on  the  social  power  of  digital 
media  to  broaden  their  audiences. 

Audience  diversification  is  important, 
because  the  typical  newspaper  website  is 
read,  more  or  less,  by  the  same  senior  citi¬ 
zens  who  take  the  print  paper.  Here’s  how 
serious  the  demographic  challenge  is: 

Using  data  from  the  Census  Bureau  and 
the  Pew  Research  Center  for  the  People 
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and  the  Press,  I  calculated  a  couple 
of  years  ago  that  at  least  half  the 
audience  at  the  typical  newspaper 
is  no  less  than  50  years  old,  be¬ 
cause  publishers  are  not  attracting 
younger  readers. 

Today,  “the  average  print  reader  is 
a  female  nearing  60,  when  the  aver¬ 
age  age  of  the  national  population 
is  43,”  said  Greg  Harmon  of  Borrell 
Associates,  who  has  been  tracking 
readership  trends  for  more  than  a 
decade.  “The  user  of  a  newspaper 
website  is  a  little  less  female  than 
the  print  subscriber  and  just  over  50 
years  old.  Our  research  shows  that 
print  and  Web  readers  are  basically 
the  same  people  —  and  that  the 
average  age  of  the  online  newspaper 
audience  keeps  getting  one  year 
older  every  year.” 

As  the  core  newspaper  audience 
ages  to  perfection  (and  beyond),  a 
proliferation  of  faster,  better,  and 
cheaper  digital  devices  is  cutting 
into  the  appetite  for  print  among 
consumers  of  all  ages. 

In  a  poll  released  earlier  this  year, 
the  Pew  Center  found  that  only  20 


percent  of  Americans  look  to  their 
local  newspapers  for  campaign 
news,  vs.  40  percent  as  recently  as 
2000.  In  a  separate  survey  last  year, 
Pew  found  that  the  early  adopters  of 
tablet  computers  were  not  20-some¬ 
thing  hipsters  who  abhor  print,  but 
rather,  the  same  sort  of  mature, 
highly  educated,  and  high-income 
individuals  who  traditionally  read 
newspapers. 

Given  the  profound  demographic 
and  cultural  forces  challenging 
newspapers,  how  are  publishers 
doing  at  diversifying  their  audiences 
via  the  social  power  of  digital  media 
to  build  audience  and  community? 
Just  awful. 

Here’s  how  we  know: 

In  a  study  (tinyurl.com/soclinks) 
completed  in  September,  profes¬ 
sor  Rich  Gordon  of  Northwestern 
University  crawled  the  300  largest 
news-oriented  sites  in  the  Chicago 
area  to  determine  who  linked  to 
whom. 

Analyzing  the  results,  he  found 
that  81.7  percent  of  the  links  gener- 
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“One  way  for  newspapers  to 
broaden  their  base  is  to  be  far 
more  avid  about  aggregating 
and  linking  to  third-party 
content  than  they  have  been 
to  date.” 


ating  traffic  for  sites  associated  with  the  Chicago  Tribune 
came  from  within  the  newspaper’s  family  of  sites,  and 
that  80.4  percent  of  the  link-driven  traffic  at  Sun-Times 
Media  Group  came  from  its  corporate  cousins.  To  be  fair, 
newspapers  were  not  the  only  large  sites  gaining  the  bulk 
of  their  link-driven  traffic  by  steering  existing  readers 
from  place  to  place  on  their  own  sites.  As  but  one  example, 
91.7  percent  of  link-driven  traffic  at  Patch  sites  came  from 
other  Patch  sites. 

Turning  to  the  question  of  how  well  the  Chicago  news 
sites  used  social  media  to  build  traffic,  Gordon  found  that 
small  websites  —  which  cannot  hope  to  benefit  from  the 
legacy  readership  enjoyed  by  the  large  sites  —  are  much 
better  than  the  big  guys  at  leveraging  Facebook  to  build  and 
diversify  their  traffic. 

Whereas  the  smallest  news  sites  in  the  survey  drew  48.1 
percent  of  their  traffic  from  links  on  Facebook,  the  news¬ 
papers  and  other  big  sites  got  only  14.5  percent  of  their 
in-bound  traffic  from  Facebook.  On  the  other  hand,  the  big 
properties  benefited  slightly  more  than  the  small  ones  from 
Twitter  links  to  their  sites.  Gordon  found  that  Twitter  was 
responsible  for  4.2  percent  of  big-site  links  and  3.6  percent 
of  small-site  links. 

While  there’s  nothing  wrong  vvith  using  internal  links  to 
illuminate  readers  and  expand  advertising  inventoiy,  the 
heavy  reliance  on  self-referential  readership  means  that 
newspapers  are  not  expanding  beyond  their  core  audience 
to  capture  younger  readers.  As  print  inexorably  wanes,  the 
lack  of  differentiation  in  the  digital  audience  will  be  an 
obvious  impediment  to  publishers  seeking  to  sustain  their 
relevance,  readership,  and  revenues  in  the  digital  age. 

One  way  for  newspapers  to  broaden  their  base  is  to  be  far 
more  avid  about  aggregating  and  linking  to  third-party  con¬ 
tent  than  they  have  been  to  date.  While  these  practices  seem 
to  be  anathema  to  many  journalists  and  publishers,  they  not 
only  enrich  a  website’s  content  offerings  but  also  have  the 
side  benefit  of  encouraging  third  parties  to  link  more  gener¬ 
ously  to  publishers. 


We  know  publishers  can  do  this.  The  Chicago  Tribune 
created  chicagonow.com  to  aggregate  content  from  dozens 
of  local  bloggers  covering  everything  from  politics  to  pan¬ 
cakes.  But  ChicagoNow  lives  on  its  own  pages  and  merits 
only  a  modest  link  on  the  flagship  website.  This  isolation  not 
only  keeps  bunches  of  interesting  stuff  off  the  main  Tribune 
site  but  also  cuts  the  odds  that  followers  of  the  third-party 
content  will  see  —  and  engage  with  —  the  Tribunes  valuable, 
staff-produced  content. 

A  tentative  approach  to  social  publishing  won’t  work.  If 
publishers  don’t  go  all  in,  there’s  great  danger  they  will  be 
left  out.  ■ 


Alan  D.  Mutter  is  a  newspaperman  ‘ 

^  who  eventually  became  a  Silicon  j 

Valley  CEO  and  today  advises  media  j 

companies  on  technology.  He  blogs  at  | 
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(newsosaur.blogspot.com)  ■ 
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Politics  in  Prime  Time 


Cartoonists  use  new  tools  to  add 
depth  to  drawings 

By  Rob  Tornoe 


When  it  comes  to  politics,  it  doesn’t 
get  much  better  for  the  nation’s 
political  cartoonists  than  elec¬ 
tion  season,  which  is  like  the 
playoffs.  Super  Bowl,  and  World 
Series  all  wrapped  into  a  two-month  span  of  silliness 
on  par  with  any  episode  of  The  Benny  Hill  Show. 


Cartoons  are  more  popular  than  i 
ever,  and  as  newspapers  adjust  to  the 
digital  world,  many  editors  seem  un¬ 
able  to  figure  out  how  to  best  position  I 
their  cartoonists  to  take  advantage  of  i 
all  the  new  tools  available  to  them. 
Editorial  cartoons  are  no  longer  I 

relegated  to  a  rectangular  box  on  the 
op-ed  page,  intended  to  bring  some 
humor  to  an  otherwise  gray  mass  of 
text  —  social  media  and  new  technol-  , 
ogy  allow  for  cartoonists  to  reach  into 
new  areas  of  potential  growth. 

One  cartoonist  always  on  the  fron¬ 
tier  of  what  cartoons  can  offer  is  Pu-  ' 
litzer  prizewinner  Ann  Telnaes  of  The 
Washington  Post.  A  couple  of  years 
ago,  Telnaes  switched  from  tradition-  i 
al  pen-and-ink  cartoons  to  producing  ■ 
short  animated  cartoons  three  times 
a  week  for  w'ashingtonpost.com.  The 
result  has  been  an  impressive  flow'  of 
traffic  and  a  unique  voice  that  keeps 
readers  coming  back. 

This  election  season,  Telnaes 
teamed  up  with  The  Cartoonist 
Group  to  produce  POTUS  Pick, 
an  iPhone  app  that  gives  users  the 
ability  to  interact  directly  with  both 
Obama  and  Romney,  thanks  to  the  24  : 
original  animation  sequences  Telnaes  ^ 
produced  especially  for  the  app. 

“This  is  an  app  cartoon,  not  a  ' 


cartoon  app,”  said  Telnaes,  who  has 
been  intrigued  by  how  smartphone 
applications  could  allow  cartoon¬ 
ists  to  approach  their  work  in  new 
and  interesting  ways.  “In  print,  users 
are  passive  —  meaning  that  editors 
determine  what  they  see,”  Telnaes 
said.  “With  apps,  the  evolution  of 
the  relationship  between  users  and 
cartoons  takes  a  big  step  forw'ard  due 
to  the  potential  for  interactive  and 
non-linear  content.” 

Another  cartoonist  who  took  a  big 
step  forward  is  Matt  Bors,  a  Pulitzer 
finalist  last  year  whose  work  is  syndi¬ 
cated  by  Universal  Uclick.  Frustrated 
by  what  he  calls  “lady-hating  legisla¬ 
tors”  focused  on  limiting  women’s 
rights  w'hen  it  comes  to  everything 
from  abortion  to  contraception,  Bors 
created  the  Avenging  Uterus,  a  super¬ 
hero  that  stands  for  truth,  justice,  and 
women’s  reproductive  rights. 

At  first,  the  Avenging  Uterus  ap¬ 
peared  exclusively  in  Bors’  traditional 
cartoons,  but  the  character  developed 
an  instant  followdng  on  Twitter  when 
Bors  created  an  account  in  her  name, 
leading  animator  Jeremy  Joseph  of 
Headache  Films  to  approach  Bors 
about  working  together  on  an  ani¬ 
mated  short. 


“A  staff  cartoonist  could  do  much 
of  the  work  if  they  were  walling  to 
learn,”  said  Bors,  who  has  pushed  the 
boundaries  of  traditional  cartoon¬ 
ing  with  graphic  journalism  report¬ 
ing  from  global  hot  spots  such  as 
Afghanistan  and  Haiti.  “It’s  definitely 
a  new  skill  set  and  even  more  time 
consuming  than  comics.” 

Unlike  Telnaes,  Bors  doesn’t  have 
a  regular  client  to  produce  animated 
political  cartoons  for,  so  for  the  time 
being  the  Avenging  Uterus  is  a  loss 
leader  that  hopefully  will  generate 
buzz  for  the  young  cartoonist  and 
bring  new  readers  to  his  website. 

“I  don’t  know  if  there’s  more  value 
(in  animation)  than  a  static  comic, 
per  se;  it’s  just  different,”  Bors  said. 
“Avenging  Uterus  is  a  character 
who’s  an  anthropomorphic  organ 
that  fights  people.  If  that  wasn’t 
made  to  be  animated,  I  just  don’t 
know  what  was.” 

Rob  Rogers,  staff  cartoonist  for  the 
Pittsburgh  Post-Gazette  (syndicated 
by  Universal  Uclick),  covered  both 
political  conventions  in  a  unique  way 
this  election  season.  Due  to  budget 
cutbacks,  Rogers  decided  to  team  up 
with  the  ToonSeum  in  Pittsburgh 
and  launched  a  fundraising  cam¬ 
paign  on  indiegogo.com  to  crowd- 
fund  his  coverage  of  both  conven¬ 
tions  and  produce  a  documentary. 
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Readers  liked  the  pitch,  and  Rogers  ' 
successfully  raised  more  than  $5,400  | 
—  enough  to  film,  edit,  and  produce  a  | 
mini-documentaiy  about  the  conven-  ; 
tions  from  his  unique  perspective  as  a  ■ 
political  cartoonist. 

The  documentary  wasn’t  the  only  j 

fun  Rogers  had  while  attending  the 
conventions.  The  left-leaning  car-  j 

toonist  faced  off  against  the  more  ; 
conservative  Scott  Stantis  of  the  Chi-  ' 
cago  Tribune  (syndicated  by  Tribune 
Media  Services)  in  a  cartoon  draw-off 
for  PBS  NewsHour. 

Following  both  conventions,  the 


two  cartoonists  had  PBS  film  them 
as  they  drew  their  differing  thoughts 
about  what  they  experienced.  Despite 
their  strong  differences  of  opinions, 
the  two  cartoonists  have  a  friendship 
and  a  mutual  respect  for  each  other 
that’s  lasted  more  than  20  years. 

“I  think  when  you’re  in  the  same 
field,  maybe  it’s  James  Carville  and 
Maiy  Matalin,  we  seem  to  get  along 
outside  of  our  own  political  views,” 
Rogers  said. 

According  to  some  estimates,  as 
many  as  15,000  journalists  descended 
on  the  conventions.  Despite  the  del¬ 


uge  of  coverage,  there’s  something  to 
be  said  about  a  political  cartoonist’s 
ability  to  cut  through  the  muck. 

“As  cartoonists  and  journalists,  we’re 
looking  for  the  humorous  angle,”  Rog¬ 
ers  said.  “When  we  see  the  delegates 
getting  veiy  excited  and  wearing  those 
funny  hats,  it’s  much  funnier  if  you 
can  draw  that  than  just  report  it.”  ■ 

Rob  Tomoe  is  a  cartoonist  and 
columnist  for  Editor  &  Publisher 
and  can  be  reached  at 
robtomoe@gmail.com 
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ELK  CITY 


AN  UNLIKELY  TOWN  HOSTS 
A  HEALTHY  COMPETITION 
BETWEEN  TWO  PAPERS 

lly  Stfrlinj; 


i 


It  is  clear  that  Elk  City,  Okla.,  is  different 
from  the  overwhelming  majority  of  small 
cities  in  the  United  States  today. 

With  a  population  of  just  under  12,000,  this 
western  Oklahoma  city  is  booming  because  of  its  oil 
riches.  It  has  a  thriving  downtowTi  filled  with  small 
businesses  and,  in  July,  with  the  national  rate  at  8.3 
percent.  Elk  City’s  unemployment  rate  was  only  2.6 
percent.  Elk  City  also  has  tw  o  daily  newspapers  and, 
now,  it  has  a  newspaper  war. 


The  first  shot  was  fired  July  25, 
when  the  following  appeared  on 
joumalismjobs.com: 

“Ready  to  lead  a  newspaper  war? 

“The  Elk  City  (OK)  Daily  News  is 
seeking  an  aggressive  managing 
editor  to  lead  our fight  against  a 
competing  daily  newspaper.  With 
cities  as  large  as  New  Orleans 
unable  to  support  even  one  daily 
paper,  our  oil-and-gas  boomtown 
in  the  South-Southwest  is  thriving 
with  two.  But  we  want  to  be  the 
only  paper  in  town,  so  we  need  an 
experienced  editor  with  a  fire  in  his 
or  her  belly  to  take  the  reins. 

“Unlike  most  newspapers,  there’s 
no  cloud  of  gloom-and-doom 
hanging  over  us.  We’re  taking  on 
the  competition  to  better  serve 
our  readers  with  relevant  and 
compelling  journalism. 

“The  Elk  City  Daily  News  has  been 
family-owned  for  three  generations 
and  traces  its  roots  back  to  1901. 

We  will  soon  launch  a  redesign  that 
reflects  our  passion  for  the  hard 
news  and  community  service  that 
we  provide  every  day. 

“Requirements:  J-school  diploma 
and/or  5  years  newspaper 
experience,  familiarity  with  Adobe 
InDesign 

“Preferences:  Management 
experience 

“Submit  resume,  references,  five 
published  writing  samples,  and 
salary  requirements...” 


Unitad  Fund  i 
te  <4  parcant 


<Mnau>mnoH 


*  Elizabeth  Perkinson 

Publisher  of  The  Elk  City  Daily  News 


^  Alan  Jacobson 

President  and  chief  executive  officer 
of  Brass  Tacks  Design 


The  Elk  City  Daily  News  was 
launched  in  1901  by  the  grandfather 
of  former  Vice  President  Dan  Quayle. 
It  was  bought  by  tbe  grandfather  of 
current  publisher  Elizabeth  Perkinson 
in  1937,  and  was  then  published  by 
ber  father,  Larry  R.  Wade,  starting  in 
1972.  When  Wade  died  in  March  2011, 
his  daughter  came  into  the  family 
business.  According  to  Perkinson,  the 
Daily  News  has  the  larger  circulation 
of  the  two  newspapers  in  Elk  City. 

“I  had  no  journalism  experience,” 
Perkinson  said.  “It  was  always  in  my 
family,  but  I’d  not  worked  in  the  field. 
I  enjoy  the  challenge  and  I’ve  had  a 
lot  of ‘attaboys,’  so  people  think  I’m 
doing  well.” 


Small-town  dynamics 

Though  it  began  as  a  weekly,  today  tbe 
paper  is  published  Tuesday  through 
Saturday.  It  was  the  only  newspaper 
in  Elk  City  until  2003,  when  The 
Daily  Elk  Citian  was  started  by  Derek 
Manning,  a  retired  Oklahoma  state 
trooper,  and  his  wife,  Holli,  a  former 
junior  high  English  teacher.  That 
paper  published  weekly  until  August 
2011  when  it  also  began  a  Tuesday 
through  Saturday  publishing  schedule. 

When  she  became  publisher  of  the 
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>  With  assistance  from  production/design  editor  Traci  Morgan  and  marketing  associate  Whitney  Matheson,  Daily  Elk  Citian  publisher  Derek 
Manning  looks  over  page  1A  before  sending  a  recent  edition  off  to  print. 


Daily  News,  Perkinson  enlisted  the  |  well  dream  here,”  Werner  said.  “It’s  a  Then  came  that  ad,  published  only 

help  of  Alan  Jacobson,  president  and  !  small  city  with  friendly  people,  but  we  on  journalismjobs.com. 

chief  executive  officer  of  Brass  Tacks  |  have  a  large  retail  area.  There’s  very  “I  wanted  to  bring  in  someone  with 

Design,  a  leading  newspaper  design  !  little  between  us  and  Amarillo,  Texas.  some  energy.”  Perkinson  said.  “I  was 

and  content  consulting  firm.  Though  we  only  have  12,000  people,  expecting  some  negative  feedback,  but 

“I  was  called  in  to  redesign  the  paper,  we’re  a  hub  for  an  extended  area.”  that  didn’t  happen.  The  ad  brought 

But,  once  I  realized  there  were  two  In  looking  at  the  city,  Jacobson  said,  more  than  15  highly  qualified  people 

papers  in  town,  redesigning  the  look  “Although  it’s  a  small  town,  there  and,  probably,  another  15  who  weren’t 

alone  wouldn’t  solve  the  problem,”  is  still  a  need,  for  example,  of  crime  qualified  enough.  I  wanted  someone 

Jacobson  said.  “I  knew  the  answer  was  coverage.  I  tried  to  tap  into  that  and  who  is  aggressive  but  not  so  aggressive 

to  change  the  look  and  improve  the  the  small-town  sense.”  they’re  going  to  offend  anyone.  Some 

editorial  content.”  Toward  that  end,  Jacobson  suggested  people  who  replied  were  so  aggressive 

As  a  consultant,  Jacobson  immersed  |  a  daily  police  blotter  and,  to  improve  they  were  scary.  Others  just  submitted 

himself  in  the  task  of  building  up  the  |  the  publisher’s  bottom  line,  suggested  their  resumes  and  nothing  else. 

Daily  News.  “I  spent  two  weeks  in  Elk  using  the  press  for  jobs  other  than  “The  person  I  chose  wrote  a  very 

City  and  learned  a  lot  about  it,”  he  to  print  the  paper.  Jacobson  also  led  long  letter  that  contained  her  whole 

said.  “This  really  is  one  of  those  situa-  the  paper  away  from  hand  paste-up  history’.  It  was  very  clear  that  she  loves 

tions  where  everybody  knows  every-  and  worked  with  ad  sales  to  boost  journalism  and  wanted  to  help  us,  not 

body.  I  was  amazed  at  the  number  the  bottom  line.  The  new  design  was  do  harm  to  someone  else.” 

of  multigenerational  businesses  still  released  July  31.  That  person,  the  new’  managing 

•  open  when  there’s  a  WalMart  down  Of  Perkinson,  Jacobson  said,  “I'm  editor  w’ho  started  early  in  September, 

the  street.”  so  impressed  with  w’hat  she  did.  is  JB  Blosser  Bittner.  She  said  the 

Sandy  Werner,  chief  executive  officer  She  came  into  the  paper  with  no  tone  of  Perkinson’s  ad  caught  her  eye 

f  of  Elk  City’s  First  National  Bank  and  journalism  experience  at  all  and  led  while  she  was  employed  at  another 
Trust,  elaborated  on  the  vibrancy  of  the  change  to  electronic  publishing,  newspaper. 

the  small  town.  “I  love  my  city.  I  tell  as  well  as  into  strong  editorial  “I  was  in  Stillwater,  Okla.,  not  feeling 

people  I’m  living  the  Norman  Rock-  decision-making.”  fialfilled  the  way  journalism  w'as  going 
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The  first  shot  was  fired  July  25, 
when  the  following  appeared  on  i 
joumalismjobs.com: 

“Ready  to  lead  a  newspaper  war? 

“The  Elk  City  (OK)  Daily  News  is 
seeking  an  aggressive  managing 
editor  to  lead  our fight  against  a 
competing  daily  newspaper.  With 
cities  as  large  as  New  Orleans 
unable  to  support  even  one  daily 
paper,  our  oil-and-gas  boomtown 
in  the  South-Southwest  is  thriving 
with  two.  But  we  want  to  be  the 
only  paper  in  town,  so  we  need  an 
experienced  editor  with  a  fire  in  his 
or  her  belly  to  take  the  reins. 

“Unlike  most  newspapers,  there's 
no  cloud  of  gloom-and-doom 
hanging  over  us.  We’re  taking  on 
the  competition  to  better  serve 
our  readers  with  relevant  and 
compelling  journalism. 

“The  Elk  City  Daily  News  has  been 
family-owned  for  three  generations 
and  traces  its  roots  back  to  1901. 

We  will  soon  launch  a  redesign  that 
reflects  our  passion  for  the  hard 
news  and  community  service  that 
we  provide  every  day. 

“Requirements:  J-school  diploma 
and/or  5  years  newspaper 
experience,  familiarity  with  Adobe 
InDesign 

“Preferences:  Management 
experience 

“Submit  resume,  references, five 
published  writing  samples,  and 
salary  requirements...” 
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*  Elizabeth  Perkinson 

Publisher  of  The  Elk  City  Daily  News 


>  Alan  Jacobson 

President  and  chief  executive  officer 
of  Brass  Tacks  Design 


The  Elk  City  Daily  News  was 
launched  in  1901  by  the  grandfather 
of  former  Vice  President  Dan  Quayle. 
It  was  bought  by  the  grandfather  of 
current  publisher  Elizabeth  Perkinson 
in  1937,  and  was  then  published  by 
her  father,  Larry  R.  Wade,  starting  in 
1972.  When  Wade  died  in  March  2011, 
his  daughter  came  into  the  family 
business.  According  to  Perkinson,  the 
Daily  News  has  the  larger  circulation 
of  the  two  newspapers  in  Elk  City. 

“I  had  no  journalism  experience,” 
Perkinson  said.  “It  was  always  in  my 
family,  but  I’d  not  worked  in  the  field. 
I  enjoy  the  challenge  and  I’ve  had  a 
lot  of ‘attaboys,’  so  people  think  I’m 
doing  well.” 


Small-town  dynamics 

Though  it  began  as  a  weekly,  today  the 
paper  is  published  Tuesday  through 
Saturday.  It  was  the  only  newspaper 
in  Elk  City  until  2003,  when  The 
Daily  Elk  Citian  was  started  by  Derek 
Manning,  a  retired  Oklahoma  state 
trooper,  and  his  wife,  Holli,  a  former 
junior  high  English  teacher.  That 
paper  published  weekly  until  August 
2011  when  it  also  began  a  Tuesday 
through  Saturday  publishing  schedule. 

When  she  became  publisher  of  the 
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>  With  assistance  from  production/design  editor  Traci  Morgan  and  marketing  associate  Whitney  Matheson,  Daily  Elk  Citian  publisher  Derek 
Manning  looks  over  page  1A  before  sending  a  recent  edition  off  to  print. 


Daily  News,  Perkinson  enlisted  the  I 
help  of  Alan  Jacohson,  president  and  | 
chief  executive  officer  of  Brass  Tacks 
Design,  a  leading  newspaper  design 
and  content  consulting  firm. 

“I  was  called  in  to  redesign  the  paper,  i 
But,  once  I  realized  there  were  two  : 
papers  in  town,  redesigning  the  look 
alone  wouldn’t  solve  the  problem,” 
Jacobson  said.  “I  knew  the  answer  was 
to  change  the  look  and  improve  the  j 

editorial  content.”  i 

As  a  consultant,  Jacobson  immersed  I 
himself  in  the  task  of  building  up  the  ■ 
Daily  News.  “I  spent  two  weeks  in  Elk  ; 
City  and  learned  a  lot  about  it,”  he  i 
said.  ‘This  really  is  one  of  those  situa-  ! 
tions  where  everybody  knows  every-  ' 

body.  I  was  amazed  at  the  number  ; 

of  multigenerational  businesses  still  ; 

open  when  there’s  a  WalMart  dowm 
the  street.”  I 

Sandy  Werner,  chief  executive  officer  ; 
of  Elk  City’s  First  National  Bank  and 
Trust,  elaborated  on  the  vibrancy  of  ' 
the  small  town.  “I  love  my  city.  I  tell  j 
people  I’m  living  the  Norman  Rock¬ 


well  dream  here,”  Werner  said.  “It’s  a 
small  city  with  friendly  people,  but  we 
have  a  large  retail  area.  There’s  very 
little  between  us  and  Amarillo,  Texas. 
Though  we  only  have  12,000  people, 
we’re  a  hub  for  an  extended  area.” 

In  looking  at  the  city,  Jacobson  said, 
“Although  it’s  a  small  town,  there 
is  still  a  need,  for  example,  of  crime 
coverage.  I  tried  to  tap  into  that  and 
the  small-town  sense.” 

Toward  that  end,  Jacobson  suggested 
a  daily  police  blotter  and,  to  improve 
the  publisher’s  bottom  line,  suggested 
using  the  press  for  jobs  other  than 
to  print  the  paper.  Jacobson  also  led 
the  paper  away  from  hand  paste-up 
and  worked  with  ad  sales  to  boost 
the  bottom  line.  The  new  design  was 
released  July  31. 

Of  Perkinson,  Jacobson  said,  “I’m 
so  impressed  with  what  she  did. 

She  came  into  the  paper  with  no 
journalism  experience  at  all  and  led 
the  change  to  electronic  publishing, 
as  well  as  into  strong  editorial 
decision-making.” 


j  Then  came  that  ad,  published  only 
j  on  journalismjobs.com. 

“I  w  anted  to  bring  in  someone  with 
;  some  energy,”  Perkinson  said.  “I  was 
;  expecting  some  negative  feedback,  but 
I  that  didn’t  happen.  The  ad  brought 
;  more  than  15  highly  qualified  people 
i  and,  probably,  another  15  who  weren’t 
:  qualified  enough.  I  w'anted  someone 
j  who  is  aggressive  but  not  so  aggressive 
I  they’re  going  to  offend  anyone.  Some 
.  people  who  replied  were  so  aggressive 
;  they  were  scaiy'.  Others  just  submitted 
j  their  resumes  and  nothing  else. 

I  ‘The  person  I  chose  wrote  a  very 
i  long  letter  that  contained  her  w'hole 
:  history.  It  was  verj’  clear  that  she  loves 
;  journalism  and  w  anted  to  help  us,  not 
j  do  harm  to  someone  else.” 

I  That  person,  the  new’  managing 
!  editor  w'ho  started  early  in  September, 
j  is  JB  Blosser  Bittner.  She  said  the 
tone  of  Perkinson’s  ad  caught  her  eye 
w’hile  she  was  employed  at  another 
j  new’spaper. 

I  “I  was  in  Stillw  ater,  Okla.,  not  feeling 
1  fulfilled  the  way  journalism  w  as  going 
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in  the  chain.  We  used  joumalismjobs 
to  post  ads,  and  I  saw  Liz’s  ad  because 
part  of  my  job  was  to  monitor  the 
ads  because  we  use  the  service,” 

Blosser  Bittner  said.  “I  thought  it  was 
intriguing.  I  knew  when  I  read  her  ad 
what  she  was  looking  for.  I  thought. 
That’s  a  noble  calling,  to  go  to  a 
community  newspaper  that  had  been 
in  her  family  for  three  generations.’” 

Blosser  Bittner  said  she  was  especially 
dra\Mi  to  the  family  owned  business 
and  the  notion  that  journalism  is  still  a 
noble  endeavor. 

“What  especially  drew  me  to  her  ad 
was  the  family  new'spaper  aspect.  I 
worked  for  UPI  and,  when  I  did,  they 
w'ere  UPI  clients,  so  I  knew  the  paper. 

I  believe  that,  if  we  make  this  the  best 
paper  we  can,  we  don’t  have  to  wony’ 
about  the  other  nevNspaper  in  towm.  It 
doesn’t  hurt  to  know  that  somebody  else 
is  looking,”  she  said.  “I  didn’t  contact 
her  for  the  job.  It  was  more  a  journalism 
fratemit)’  type  of  thing  —  a  ‘what  can  I 
do  to  help?’  I  came  to  Elk  City',  and  we 
had  some  iced  tea  and  talked.” 

The  other  guys 

After  a  few  days  on  the  job,  Blosser 
Bittner  said,  “I  know  nothing  about 
the  other  paper.  That’s  not  even  on 
my  radar.  My  focus  is  on  the  Elk 
City  Daily  News.  It’s  been  here  since 
1901.  A  hometown  newspaper  is  the 
source  for  news.  Its  job  is  to  be  fair,  be 
objective,  be  accurate.  Readers  should 
be  able  to  pick  up  the  newspaper  and 
see  their  community  reflected  in  their 
hometown  newspaper.” 

Reflecting  on  Perkinson’s  ad.  Daily 
Elk  Citian  publisher  Derek  Manning 
said,  “I  guess  about  the  only  comment 
I  could  make  is  that  we  look  at  this  as  a 
healthy  business  competition  and  really 
nothing  more.  We  believe  Elk  City 
and  all  the  surrounding  communities 


w'e  serve  actually  benefit  from  such 
a  competition.  People  like  having 
choices.” 

Manning  echoed  Blosser  Bittner’s 
sentiment,  saying  he  doesn’t  spend 
too  much  energy  woriy'ing  about  the 
competition. 

“Our  focus,  and  the  focus  of  our 
staff,  is  to  provide  the  best  product 
possible  and  the  best  customer  service 
possible.  If  we  do  those  two  things 
consistently,  the  market  question 
tends  to  take  care  of  itself,”  he  said. 

Hearsts  and  Pulitzers? 
Maybe  not. 

Looking  at  Elk  City  from  the 
perspective  of  historic  new'spaper 
wars  —  especially  the  Hearst-Pulitzer 
competition  in  New  York  City  in  the 
late  19th  and  early  20th  centuiy  —  W. 
Joseph  Campbell,  Ph.D.,  professor 
of  journalism  history'  at  American 
University  in  Washington,  D.C., 
and  author  of  “Yellow'  Journalism: 
Puncturing  the  Myths,  Defining  the 
Legacies,”  said  he  expects  that  readers 
will  be  the  real  winners  of  this  war. 

The  ad  for  a  managing  editor  is 
intriguing.  It  is  an  attention-grabber 
and  is  a  bit  of  a  throwback,”  C  '  ipbell 
said.  “It’s  hardly  like  what  was  going 
on  in  New  York  City  110  or  115 
years  ago.  The  ad  quite  clearly  is  a 
declaration  of  war,  isn’t  it?  Readers 
can  be  expected  to  take  certain 
benefits  away  from  a  newspaper 
war  —  more  coverage,  more  sports, 
people  getting  more  for  their  money  as 
editorial  content  is  ramped  up.  So,  it’s 
not  all  bad.” 

As  for  Perkinson,  with  her  new 
editor  in  place,  her  new  design,  and 
revamped  editorial  content  now 
permanently  in  her  paper,  she  said, 
“I’m  enjoying  it  here.  I  like  challenges. 
It’s  like  a  chess  game.”  ■ 


“I  believe  that, 
if  we  make 
this  the  best 
paper  we  can, 
we  don’t  have 
to  worry  about 
the  other 
newspaper  in 
town.  ” 


>  JB  Blosser  Bittner 

Managing  editor  of  the  Elk  City  Daily  News 


Ellen  Sterling  is  an  award¬ 
winning  journalist.  A  New  Yorker, 
she’s  now  living  in  Las  Vegas, 
where  she  blogs  on  the  Huffington 
Post,  reviews  shows  and  movies, 
and freelances.  Reach  her  at 
ellendianesterling@mac.com. 
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i.1  Nominations  Now  Open  For 
B  E&P's  Production  All-Stars 


Production 


Today’s  production  executives  represent 
the  heart  and  soul  of  a  newspaper.  They 
not  only  understand  the  mechanics  of 
every  department,  their  expertise  goes  well 
beyond  knowing  presses,  inserting  equip¬ 
ment  and  capital  expenditures  —  they  con¬ 
tribute  new  thinking,  new  ideas  and 


sometimes  unconventional  methods  of  find¬ 
ing  solutions,  if  you  know  a  production 
colleague  who  is  deserving  and  should 
be  recognized  for  their  outstanding 
achievements,  please  nominate  them  for 
E&P’s  “Production  All-Stars”  feature, 
appearing  in  our  January  2013  issue. 


Official  nomination  form  available  online: 


editorandpublisher.com/pas 


How  to  make  a  submission: 


Eligibiiity: 


•  Submission  time  period:  Now  through  Nov.  9,  201 2. 


•  "Production  All-Stars"  recognition  is  open  to  all 
newspaper  production  employees  worldwide,  from 
papers  large  and  small. 


Please  complete  the  online  form  and  include  a  short  synopsis  of  why  the 
nominee  should  receive  recognition.  Include  specific  leadership  successes, 
innovative  program  development,  obstacles  and  challenges  overcome. 


•  All  entries  will  be  treated  with  the  strictest  confidence.  But 
the  selected  individuals  should  be  prepared  to  be  interviewed 
by  Editor  fir  Publisher  for  the  special  "Production  All-Star"  issue. 


Assets  That 
Earn:  Revenue 


Generating 

Content 
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Now  is  the  time  for  publishers  to 
reintroduce  their  greatest  asset 
to  the  world  —  valuable  content 


By  Gretchen  A.  Peck 


It’s  been  a  year  since  Steve  Jobs  passed  away,  and  yet  it’s  still 
easy  to  be  reminded  of  his  legacy  in  the  publishing  industry. 
It’s  omnipresent  in  the  equipment  used  to  create  content, 
especially  the  operating  system  that  enabled  right-brain  types 
to  flourish.  It  was  Jobs  and  his  Silicon  Valley  venture  that  inspired 
consumers  to  buy  into  the  notion  that  content  has  real  value  — 
first  miisic,  then  television,  podcasts,  books,  periodicals,  and  more. 
Apple’s  iTunes  —  and  all  the  competitive,  e-commerce-driven, 
digital  media  sources  that  have  entered  the  market  since  —  made  it 
de  rigueur  to  pay  for  content. 
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Indeed,  Jobs  and  other  tech  pioneers  made  strides 
against  strong  opposition  not  only  from  consumers  who’d 
been  able  to  access  content  for  free  online,  but  from  fellow 
stakeholders  in  the  proposition  —  record  labels,  publish¬ 
ers,  even  the  content  creators  themselves.  But  Jobs  be¬ 
lieved  in  his  vision  of  the  future;  he  believed  in  the  value 
of  content.  And  he  was  right. 

Looking  back; 
looking  forward 

Publishers  of  newspapers,  books,  and  magazines  headed 
down  the  digital  path  in  pursuit  of  better,  faster,  and 
cheaper  means  of  producing  content  —  both  in  print  and 
for  what  was  then  known  as  “new  media.”  As  the  Internet 
blossomed,  they  feared  its  impact  but  were  titillated  by  its 


promise.  Twenty-five  years  ago,  the  questions  whispered 
in  industry  circles  were:  “If  we  build  it,  v^dll  they  come? 

If  we  invest  in  this  new  way  of  distributing  information, 
will  our  readers  want  to  consume  it  in  this  way?  Will  they 
even  want  to  read  a  newspaper  on  a  computer  monitor,  on 
their  laptop,  or  on  their  PDA?” 

Who  could  forget  PDAs?  Well,  it  turns  out,  eveiyone. 
Now  there  are  smartphones,  tablets,  and  e-readers  to 
contend  with.  The  adoption  rate  for  consumer  electronic 
devices  is  remarkable.  By  2010,  76-7  percent  of  American 
households  owned  a  computer  of  some  variety,  accord¬ 
ing  to  “Computer  and  Internet  Use  in  the  United  States: 
2010,”  published  by  the  United  States  Census  Bureau. 

By  May  2012,  Pew  Research  Center’s  Internet  and  Amer¬ 
ican  Life  Project  estimated  that  46  percent  of  American 
adults  own  a  smartphone.  And  by  August  of  this  year. 

Pew  reported  that  an  estimated  25  percent  of  American 
adults  own  some  breed  of  tablet  computer.  For  publishers, 
there  is  no  longer  a  debate  about  whether  people  wish  to 
consume  digital  information. 

The  audience  has  assembled.  Now  the  dilemma  be¬ 
comes:  What’s  the  best  way  to  deliver  the  content  they 
desire  without  giving  away  the  farm? 

Paywalis,  meters,  and  digital 
subscriptions,  oh  my! 

“Content  monetization”  means  many  things  to  many 
people.  There  is  no  shortage  of  strategies  to  choose  from: 
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paywalls,  digital  subscriptions, 
micropayments,  syndication,  video, 
advertorials;  you  name  it.  And  the 
jury  is  still  out  and  arguing  over 
which  one  wins  the  “Most  Lucrative” 
tiara.  Make  no  mistake,  none  of  this 
is  settled,  but  it’s  important  to  be 
mindful  of  what  is  working. 

One  year  after  launching  its  paid 
digital  subscription  strategy.  The 
New  York  Times  Media  Group 
reported  that  it  had  amassed  a 
digital  following  of  454,000  paid 
subscribers  across  its  spectrum  of 
digital  brands  and  platforms.  In  the 
wake  of  the  one-year  anniversary, 
chairman  and  chief  executive  officer 
of  The  New  York  Times  Co.  and  pub¬ 
lisher  of  The  New  York  Times  Arthur 
Sulzberger  Jr.  said,  “Last  year  was  a 
transformative  one  for  the  Times  as 
we  began  to  charge  for  digital  access 
to  our  content.  Today,  close  to  a  half 
million  people  are  now  paying  for 
digital  content  from  the  Times  and 
the  \_Intemational  Herald  Tribune'^.” 

The  digital  growth  was  so  encour¬ 
aging  that  Sulzberger  subsequently 
announced  that  in  April  2012  the 
paper  would  adjust  the  nytimes.com 
“pay  gate,”  to  allow  visitors  to  access 
10  free  items  per  month  (“includ¬ 
ing  slideshows,  videos,  and  other 
forms  of  content”),  versus  the  20  it 
had  been  allowing  previously.  Once 
a  visitor  exceeds  the  10-item  limit, 
he  or  she  is  prompted  to  consider  a 
digital  subscription. 

This  strategy  is  mimicked  across 
The  New  York  Times  Co.’s  smart¬ 
phone  and  tablet  applications,  as 


well.  “Top  News”  items  remain  free 
of  charge,  but  beyond  that,  users 
are  asked  to  buy  in.  The  publisher 
smartly  realized  that  a  limitation  of 
this  kind  could  potentially  hinder  its 
ovvTi  marketing  abilities,  so  the  pay- 
wall  allows  readers  who  are  directed 
to  Times'  articles  through  links  from 
email,  blogs,  and  social  media,  for 
example,  to  access  them  —  even  if 
they’ve  already  exceeded  their  free- 
access  allotment. 

Allies  in 

content  valuation 

To  newspaper  publishers,  it  may  feel 
as  though  there  has  never  been  more 
competition  for  consumers’  atten¬ 
tion.  However,  with  other  players  in 
the  digital  media  space  now  starting 
to  charge  for  their  content,  the  news¬ 
paper  industry  actually  has  much 
to  be  grateful  for.  Tbe  competition 
is  helping  to  change  the  consumer 
culture,  too. 

Take  Vimeo,  LLC,  for  example.  The 
creator  and  host  of  the  vimeo.com 
video  portal  reported  this  Septem¬ 
ber  that  it  had  amassed  more  than 
13  million  registered  members  and 
boasts  more  than  75  million  unique 
monthly  visitors,  based  on  Google 
Analytics.  To  assist  its  content  sup¬ 
pliers  with  monetization,  Vimeo 
introduced  two  e-commerce  op¬ 
portunities.  Tbe  new  Tip  Jar  feature 
allows  viewers  to  make  voluntary 
monetary  contributions  to  video  cre¬ 
ators  whose  work  they  value.  Vimeo 
retains  15  percent  of  all  tips. 


“By  2010,  76.7 
percent  of  American 
households  owned 
a  computer  of  some 
variety” 

-  U.S.  Census  Bureau 


In  addition  to  Tip  Jar,  Vimeo  is 
i  planning  to  introduce  a  pay-to-view 
i  service  that  “allows  creators  to  sell 
^  their  work  behind  a  paywall,”  the 
■  company  reported  in  a  Sept.  19,  2012 
i  press  release. 

Speaking  of  video,  newspaper  pub¬ 
lishers  are  looking  to  multimedia  con- 
I  tent  to  engage  readers  in  new  ways.  If 
examples  such  as  Vimeo  prove  to  be 
;  popular  and  prosperous,  it  bodes  well 
;  for  newspaper  publishers  that  are 
bringing  stories  to  life  in  this  manner. 

In  February  2012,  ny  'mes.com 
I  began  producing  a  daily  video  broad- 
‘  cast,  “Business  Day  Live,”  which  offers 
i  complimentaiy  insight  and  analysis 
I  from  the  newspaper’s  reporters  and 
I  columnists. 

I  More  recently.  The  Washington  Post 
I  unveiled  The  Fold,  a  nightly  news 
!  broadcast  based  on  contributions 
I  from  the  newspaper’s  editorial  team. 

I  Consumers  can  tune  in  via  wash- 
;  ingtonpost.com,  or  with  PostTV,  a 
1  Google  TV  app  designed  for  portable 
I  e-media  devices. 
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Low  meter;  high  price 

when  leadership  at  The  Post  and 
Courier  in  Charleston,  S.C.,  became  de¬ 
termined  to  change  the  paper’s  digital 
strategy',  Steve  Wagenlander,  audience 
development  director,  said  the  paper 
considered  a  variety  of  options.  “If  you 
decide  that  you’re  going  to  charge  for 
your  content  online,  how  are  you  going 
to  do  that? 

“The  first  choice  is  to  not  raise  your 
print  prices,  but  to  charge  anyone  else 
who  would  like  to  access  your  (digital) 
content  in  increments.  So  the  print 
edition  of  your  newspaper  may  remain 
$10  a  month,  for  example,  but  if  you’d 
like  to  access  our  online  content  or 
apps,  it’s  going  to  cost  an  extra  $2,  $3, 


We  are  a  content¬ 
generating  company. 
We’re  not  a  delivery 
company.  We’re  not  a 
printing  company,  nor 
a  marketing  company. 
We  are  a  content¬ 
generating  company” 

-  “Steve  Wagenlander, 

Post  and  Courier  audience 
development  director” 


BetterBNC,"*  with  its  new  Contestant  Manager** 
feature,  gives  publishers  amd  editors  full  control 
eind  greater  flexibility  when  submitting  news, 
editorial,  photography  and  design  contest  entries. 

Instantly  grant/remove  access 
ba  to  multiple  staff  members 
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$4  a  month  —  whatever  the  cost  may 
be,”  Wagenlander  said.  “Option  two  is 
membership,  or  a  bundled  approach. 
Say,  the  previous  print  subscription 
was  $10  a  month.  Now,  everyone  will 
pay,  as  an  example,  $13  a  month,  and 
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they’ll  not  only  receive  their  print 
subscription,  but  they’ll  have  unlim¬ 
ited  access  to  our  content,  regardless 
of  platform.” 

The  Post  and  Courier  opted  to  launch 
a  membership  model  with  the  help  of 
Press+,  a  content  monetization  service 
of  RR  Donnelley.  “We  have  our  meter 
set  very  low,  and  we  charge  a  high 
price  for  our  digital  memberships,” 
Wagenlander  said. 


“When  the  publisher  and  I  were 
having  these  discussions  about  why 
we  were  doing  this,  it  boiled  down  to 
the  same  answer  every  time:  We  are 
a  content-generating  company.  We’re 
not  a  delivery  company.  We’re  not  a 
printing  company,  nor  a  marketing 
company.  We  are  a  content-generating 
company,”  Wagenlander  said.  “We 
knew  what  we  were  doing  wasn’t 
working,  by  giving  away  our  content 


on  the  Internet  and  surrounding  it 
with  ads.  We  thought  that  was  a  good 
way  15  years  ago,  but  it  turned  out  that 
it  wasn’t  (sustainable).” 

Wagenlander  challenges  newspaper 
publishers  to  consider  successful  busi¬ 
ness  models  and  says  that  few  —  argu¬ 
ably,  none  —  promise  a  long,  healthy 
life  by  giving  away  their  products  or 
services  for  free.  Inherently,  consum¬ 
ers  can  relate  to  this  basic  principle. 
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“What  we  tried  to  do  ...  is  change  '  Take  the  membership  events,  for 
the  value  equation  for  our  members,”  i  e.xample.  According  to  Wagenlander, 
Wagenlander  said.  “We  didn’t  look  :  these  events  have  manifested  as  op- 
at  what  we  were  doing  as  raising  the  j  portunities  for  the  newspaper’s  team 
price  of  the  print  subscription.  That’s  I  to  interact  and  network  \\ith  the  com- 
not  how  we  viewed  it  here,  and  it’s  I  munity  it  serv  es.  “And  the  comments 
not  how  we  explained  it  to  our  read-  |  we’ve  been  receiving  have  been  very 
ers.  What  we  did  was  put  together  a  i  encouraging,”  he  said.  “They  tell  us 
comprehensive  bundle  that  included  ;  how  much  they  enjoy  reading  the  Post 
content  but  also  included  lots  of  other  |  and  Courier,  and  how  much  they  ap- 
great  things,  such  as  membership  |  preciate  why  we’re  not  giving  it  away 
events,  access  to  archives,  a  savings  |  for  free  on  the  Internet  anymore.  It’s 
club,  and  other  nice  benefits.”  been  very’  fulfilling  for  us  and  really 


;  changed  the  way  people  looked  at  us.” 
Really,  what  the  Post  and  Courier  has 
asked  of  its  readership  is  more  than 
'  just  to  pay  a  little  bit  more;  it’s  more 
\  than  just  asking  them  to  buy  into  a 
i  new  pricing  model.  It’s  asking  them 
'  to  invest  in  the  newspaper  —  in  the 
i  brand,  and  the  very  idea  of  its  worth 
I  to  the  community. 

!  “You’re  going  to  encounter  naysay- 
j  ers,  but  in  general,  I  can  tell  you  that 
j  we’ve  had  success  changing  the  way 
I  that  people  view  our  product,”  Wa- 
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“You’re  going 
to  encounter 
naysayers,  but  in 
general,  I  can  tell 
you  that  we’ve 
had  success 
changing  the 
way  that  people 
view  our 
product” 


genlander  said. 

Looking  back  at  the  past  five  months 
since  rolling  out  the  membership 
model,  Wagenlander  said  the  Post 
and  Courier  management  is  more 
than  happy  with  the  transition. 

“We’re  delighted,  absolutely  delight¬ 
ed,”  he  said.  “The  conversion  to  mem¬ 
bership  has  been  a  chance  to  recon¬ 
nect  vdth  our  base  of  readers  and  sort 
of  have  them  fall  back  in  love  with  us. 
...  We’ve  worked  very  hard  to  prove  to 
them  that  spending  money  with  us  is 
a  good  investment,  and  they’re  getting 
a  lot  for  it.” 

Prove  your  worth 

Perhaps  the  most  important  part  of 
the  content  monetization  equation 
is  the  content  itself.  Publishing  is  no 
different  than  producing  any  other 
product  or  service  in  one  critical  way: 
Like  any  other  business,  newspaper 


organizations  have  to  continue  to 
demonstrate  their  value,  to  showcase 
their  relevance,  to  prove  their  worth. 
Once  a  newspaper  appears  to  have 
lost  its  focus  —  to  have  become  less 
than  a  consistent  provider  of  engag¬ 
ing,  distinctive  information,  in  print 
or  otherwise  —  no  “monetization” 
strategy  will  matter,  because  readers 
won’t  buy  it.  ■ 


For  more  than  15  years,  GretchenA. 
Peck  has  written  about  the  business 
of  publishing,  printing  and  graphic 
communications.  She formerly  served 
as  editor-in-chief  and  editorial  direc¬ 
tor for  Book  Business  and  Publishing 
Executive  magazines.  Her  byline  has 
appeared  in  more  than  50  internation¬ 
al  magazines,  newspapers,  and  online 
publications. 
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Nowhere  is  the  transformative  nature  of 
the  publishing  industry  more  evident 
than  in  the  halls  of  the  Frankfurt  conven¬ 
tion  center  for  the  2012  World  Publish¬ 
ing  Expo. 

While  the  print  vs.  digital,  paid  vs.  free,  and  even  mobile 
vs.  tablet  debates  divide  media  pundits  in  the  U.S.  dowm 
party  lines,  WAN-IFRA  (World  Association  of  New'spa- 
pers  and  News  Publishers)  has  invited  them  all  to  mingle 
and  co-exist  under  one  roof.  This  multimedia  theme  car¬ 
ries  throughout  the  scheduled  events  and  conferences,  as 
well  as  the  roster  of  exhibitors. 
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To  be  held  October  29  to  31  in  Frankfurt,  Germany,  the 
World  Publishing  Expo  is  the  world’s  largest  global  trade 
exhibition  for  the  news  publishing  and  media  industry, 
and  a  showcase  for  the  technology  to  publish  news  in 
print,  on  tablets,  on  mobile,  and  online.  More  than  250 
exhibitors  from  30  countries  will  fill  more  than  9,000 
square  meters  of  exhibition  space,  including  new'spaper 
pre-press,  press  and  mailroom  equipment  manufacturers, 
creative  editorial  and  publishing  system  providers,  and 
more.  Around  8,000  visitors  are  expected  to  attend  during 
the  three-day  event. 

Among  the  exhibitors  are  Agfa  Graphics,  Baldwin  Tech- 
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nologies,  Bottcher,  ECRM,  Ferag, 
Fujifilm,  Goss  Inti,  KBA,  Kodak,  1ST 
Metz,  manroland,  Muller  Martini, 
Prime  UV  Systems,  QuadTech,  Sitma, 
TechnoTrans,  and  Wifag.  More  than 
50  speakers  from  around  the  world 
will  he  presenting  or  speaking  on  pan¬ 
el  discussions,  including  Eric  Elyn, 
print  plant  manager  at  Coldset  Printing 
Partners  in  Belgium,  addressing  how 
newspaper  printers  can  increase  qual¬ 
ity  and  lower  waste  by  incorporating  a 
color-density  control  system. 

Print  takes  the  spotlight 

Germany  is  a  bright  spot  in  the 
world  of  print,  so  it’s  fitting  that  the 
expo  is  dedicating  not  one  but  four 
separate  sessions  to  the  power  of 
print.  According  to  WAN-IFRA,  2.5 
billion  people  read  newspapers  on  a 
regular  basis,  so  publishers  attend¬ 
ing  the  expo  are  seeking  strategies  to 
maximize  the  value  of  their  printing 
operations. 

The  Power  of  Print  Focus  Sessions 
vdll  host  print  colleagues  and  indus¬ 
try  experts,  sharing  their  experiences, 
experiments,  and  best  practices  to 
harness  the  opportunities  and  inno¬ 
vations  presented  by  advancements  in 
newspaper  printing  technologies.  The 
session  is  focused  on  selling  print¬ 
ing  capacity  and  featured  newspaper 
printers  who  are  successful  in  selling 


their  press  and  mailroom  capacities 
to  external  customers. 

Among  the  speakers  schedule  are 
Matthias  Tietz,  manager  of  printing 
house  Rheinisch-Bergische  Druckerei 
in  Diisseldorf,  and  Torsten  Kruse, 
product  and  technology  manager  at  Axel 
Springer,  also  in  Germany.  A  presenta¬ 
tion  entitled  “Economy  of  Scale:  Print 
to  Survive  and  Beat  Your  Rivals!” 
features  Assaf  Avrahami,  chief  execu¬ 
tive  officer  of  Yedioth  IT,  and  Alon 
Buberman,  operations  vice  president 
of  Yedioth  Group  in  Israel.  Another 
print-related  session.  Retrofit:  Up¬ 
grading  Your  Press  features  Hansjiirg 
Stihl,  from  the  Svviss  newspaper  St. 
Galler  Tagblatt,  who  will  discuss  how 
printing  operations  can  be  continued 
during  a  retrofit  project. 

Each  session  is  designed  to  encour¬ 
age  creativity  and  ingenuity,  while 
introducing  new  technology  along¬ 
side  various  exhibitors.  Each  session 
will  feature  a  different  case  study  on 
the  topics  listed  below. 

■  TOPICS  AND  SCHEDULE: 

INNOVATION  IN  PRINTING 
(Monday,  October  29, 2:00) 

SELLING  PRINT  CAPACITY 
(Tuesday,  October  30, 10:00) 

RETROFIT:  UPGRADING  YOUR  PRESS 
(Wednesday,  October  31, 10:00) 


Rethinking  media 
apps 

Digital  publishing  also  has  a  seat  at  . 
the  World  Publishing  Expo.  The  5th 
Tablet  &  Apps  Summit  will  feature 
14  international  experts  in  the  field 
of  mobile  and  tablet  applications. 

The  all-day  summit  will  touch  on 
numerous  topics  pertaining  to  app 
development,  including  creating  a 
better  user  experience,  using  metrics 
to  benefit  advertisers  and  direct 
editorial,  maximizing  distribution 
channels,  effective  pricing  models, 
product  development,  business  strat¬ 
egies,  and  more.  Case  studies  will  be 
presented  from  app  pioneers  such 
as  Conde  Nast,  The  New  York  Times, 
and  the  Financial  Times.  A  breakout 
session  on  Windows  8  will  explore 
Microsoft  as  an  alternative  to  the 
walled  garden  models  of  Apple, 
Amazon,  and  Samsung.  Microsoft 
business  development  manager 
Alexander  Voss  will  be  on  hand,  as 
well  as  Johan  Mortelmans,  digital 
innovation  manager  at  Belgium- 
based  Corelio  Publishing. 

The  summit  will  be  chaired  by  Stig 
Nordqvist,  WAN-IFRA  executive  di¬ 
rector  of  emerging  digital  platforms, 
and  Christian  Ropke,  Zeit  Online 
managing  director. 

■  TUESDAY,  OCTOBER  30, 

9:30  TO  6:00 


’’’CJU.Tll*- 


*  Krause  will  demonstrate  its  new  LS  Jet 
Multiformat  with  BlueFin  processors  at  the 
World  Publisher’s  Expo. 
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World’s  Publishers^  ■  ' 
^G^tjler  in  Frankfurt 
f& 2012  Expo 


Driving  profits 

Perhaps  foremost  on  the  minds  of 
publishers  is  the  question  of  advertis¬ 
ing  and  how  to  keep  a  steady  revenue 
stream  coming  in  to  support  all 
these  new  technologies  and  innova¬ 
tions.  WAN-IFRA  addresses  this 
need  with  Advertising  Summit  2012, 
focusing  in  on  examples  of  profitable 
mobile  strategies.  Scheduled  speak¬ 
ers  include  mobile  marketers,  media 
developers,  and  sales  specialists  from 
a  varietv'  of  sectors. 

The  advertising  summit  will  include 
studies  on  going  mobile,  using 
technology  to  boost  advertising,  and 
developing  an  integrated  multimedia 
sales  portfolio. 

■  WEDNESDAY,  OCTOBER  31, 

9:30  TO  5:00 


Who  pays  for  content? 

While  there’s  no  shortage  of  naysay¬ 
ers  w'ho  claim  a  paid  news  model  will 
never  work,  new'  research  is  starting 
to  show  otherwise.  News  consum¬ 
ers  are  willing  to  pay  for  content  on 
the  Internet  if  the  offer  is  attractive, 
but  many  questions  remain  to  be 


“2.5  billion 
people  read 
newspapers  on 
a  regular  basis” 


answered  before  news  publishers  can 
generate  substantial  revenue  streams. 

In  what  promises  to  be  a  lively  panel 
discussion,  moderator  Frank  Schir- 
rmacher,  co-publisher  of  German 
newspaper  Frankfurter  Allgemeine 
Zeitung,  will  be  joined  by  Madhav 
Chinnappa,  Google’s  head  of  strate¬ 
gic  partnerships,  and  Derk  Haank, 
chief  executive  officer  of  Springer 
Science+Business  Media  in  Germany. 

In  2011,  Internet  advertising  expen¬ 
diture  exceeded  the  ad  spend  on  TV 
and  newspapers  combined.  So  why 
is  it  that  many  publishers  experi¬ 
ence  so  much  difficulty  in  making  a 
profit  on  the  Internet,  despite  the  fact 
that  consumers  are  willing  to  pay  for 
content  and  advertisers  want  to  be  in 
this  space?  Do  media  operations  need 
the  support  of  social  media  platforms 


to  reach  new  customer  audiences?  Or 
are  Facebook  and  YouTube  actually 
competitors  for  daily  newspapers  and 
magazines?  These  questions  are  just 
the  starting  off  point  for  discussion. 

■  MONDAY  OCTOBER  29, 

3:00  TO  5:00 

WAN-IFRA,  based  in  Paris  and 
Darmstadt,  Germany,  with  subsidiar¬ 
ies  in  Singapore,  India,  Spain,  France, 
and  Sweden,  is  the  global  organiza¬ 
tion  of  the  world’s  newspapers  and 
news  publishers.  It  represents  more 
than  18,000  publications,  15,000 
online  sites,  and  3,000  companies 
in  more  than  120  countries.  Its  core 
mission  is  to  defend  and  promote 
press  freedom,  quality  journalism  and 
editorial  integrity,  and  the  develop¬ 
ment  of  prosperous  businesses. 

E^P  is  a  proud  media  sponsor  of 
the  World  Publishing  Expo.  For  more 
information  and  full  expo  schedule, 
visit  W'an-ifra.org/expo2012.  ■ 


E&P  production  editor  Mark 
Vruno  contributed  to  this  article. 


THERE'S  NEW  THINKING  IN  DISTRIBUTION. 

AND  NOT  A  MOMENT  TOO  SOON. 

At  a  time  of  unprecedented  change,  major  publishers  are  relying  on  PCF  for  delivery 
services.  Why?  Because  we  operate  365  days  a  year,  ensuring  early  morning, 
same-day  delivery.  Because  we're  obsessed  with  distribution  efficiency. 

And  because  we  enable  you  to  focus  on  what  you  do  best:  creating, 
a  print  publication  worth  delivering. 

It's  time  for  new  thinking. 


PCF 


■JN» 


www.pcfcorp.  com 
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With  today’s  publishing  and 
printing  challenges,  newspapers 
need  their  prepress  vendors  to  be 
solidly  committed  to  the  industry. 
Committed  to  helping  newspapers 
like  yours  operate  more  efficiently 
and  cost-effectively. 

Southern  Lithoplate  always 
has  been,  always  will  be  that 
kind  of  committed  partner. 


Our  technologically  superior 
lithoplates  are  produced  under 
rigid  quality  controls  and  delivered 
on  time.  Our  industry-leading 
24/7/365  service  helps  newspaper 
operations  stay  true  to  their 
deadlines.  And  the  Southern 
Lithoplate  Strategic  Alliance 
affords  sound  prepress  equipment 
and  business  options. 


Just  as  important,  our  commitment 
to  value  is  backed  by  our  100% 
satisfaction  guarantee. 

So,  what  does  an  ever  growing 
number  of  newspapers  experience 
when  doing  business  with 
Southern  Lithoplate?  A  rock  solid 
partner  they  can  lean  on. 

Call  us.  Click.  Or  scan.  Then  come 
lean  on  Southern  Lithoplate. 


(800)  638-7990  •  slp.com 


P.O.  Box  9400,  Wake  Forest,  NC  27588 
Dedicated  to  print. 
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Bill  Masterson  Jr., 

The  Times  of  Northwest  Indiana 


By  Kristina  Ackermann 


It’s  no  secret  that  the  job  description  for  newspaper 
publishers  is  evolving,  often  on  a  day-to-day  basis. 
As  readers  and  advertisers  are  presented  with  an 
increasing  number  of  outlets  to  direct  their  at¬ 
tention  and  dollars,  newspapers  have  suffered  immense 
losses  and  have  been  scrambling  to  fill  the  gaps.  In  what  is 
universally  considered  to  be  a  challenging  and  confusing 
time  for  our  industry,  the  papers  that  stand  out  as  suc¬ 
cess  stories  are  the  ones  that  have  branched  out  beyond 
the  task  of  printing  words  on  paper,  and  that  is  why  E^P 
selected  Bill  Masterson  as  publisher  of  the  year. 
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The  Times  of  Northwest 
Indiana  first  landed  on  my 
radar  when  I  wrote  about 
the  paper’s  One  Region; 

One  Vision  initiative  for  the 
2011  installment  of  E^Fs 
“10  Newspapers  That  Do  It 
Right”  feature.  Since  then, 
publisher  Bill  Masterson 
Jr.  hasn’t  slowed  down.  His 
commitment  to  improving 
the  community  extends  be¬ 
yond  the  pages  of  the  Times. 
By  bringing  together  local 
business  leaders,  leading  a 
capital  campaign  to  raise 
funds  for  charity,  wnrking  to 
preserve  jobs,  offering  high- 
quality  content,  and  fostering 
a  spirit  of  innovation,  Mas¬ 
terson  has  earned  the  nod 
not  only  as  our  publisher  of 
the  year,  but  also  as  the  new 
vice  president  of  publishing 
at  Times  parent  company 
Lee  Enterprises,  a  role  he  as¬ 
sumed  in  early  October. 

In  describing  his  tenure  at 
the  Times,  Masterson  said 
the  economic  downturn  was 
more  of  a  wakeup  call  than 
anything  else.  “We  looked 
around  and  decided  to  quit 
feeling  sorry  for  ourselves. 
Yes,  the  newspaper  industry 
is  evolving  but  not  unlike  any 
other  industry.  You  know  if 
the  record  companies  were 
still  just  making  vinyl  records 
they’d  be  out  of  business. 

We  need  to  evolve,  and  that 
doesn’t  mean  people  don’t 
want  the  printed  product, 
but  we  do  need  to  price 
our  product  accordingly,” 
he  said.  “We’re  up  year- 
over-year  in  revenue,  we’re 
up  year-over-year  in  OCF 
(operating  cash  flow),  and  it’s 
because  of  that  mentalitv.” 


Valuing  content  Putting  employees  first  :  tough  times  associated  with  modern 

As  you  may  have  guessed,  “pricing  the  ;  Between  publishing  the  Times,  serv-  !  newspaper  publishing,  Masterson 

product  accordingly”  means  charging  i  ing  as  group  publisher  of  several  said  most  of  his  staff  reduction  has 

more  for  subscriptions,  and  the  Times  \  other  Lee  papers,  serving  on  the  ;  come  through  attrition  rather  than 

has  raised  rates  a  few  times  under  ■  executive  board  of  directors  of  the  '  the  layoffs  that  have  plagued  many 

Masterson’s  watch.  It’s  a  decision  he  Barden  Gaiy  Foundation  and  the  ,  in  the  industry  —  including  other 

stands  behind  and  actively  promotes  :  Boys  &  Girls  Clubs  of  Northwest  In-  ,  Lee  newspapers  such  as  the  Lowis 

to  his  readers:  “What  other  service  i  diana,  wxiting  columns  for  the  Times,  j  Post-Dispatch. 
can  you  have  delivered  to  your  house  meeting  with  regional  authorities  as  “I’m  not  real  familiar  with  the  situ- 

for  6l  cents  a  day?”  co-chairman  of  One  Region:  One  Vi-  i  ation  in  St.  Louis,  but  wbat  I’ve  done 

In  addition  to  what  Masterson  i  sion,  and,  oh  yeah,  raising  six  chil-  here  is  I’ve  always  believed  that  you 

describes  as  an  “aggressively  priced”  dren,  Masterson  stays  busy.  Despite  '  need  to  be  honest  and  open  with  the 

print  product,  the  Times  delivers  the  frantic  pace,  he  still  makes  time  .  employees,”  Masterson  said.  “We’ve 

an  electronic  replica  edition,  which  to  hold  quarterly  State  of  the  Hmes  had  a  very  limited  number  of  layoffs, 

currently  has  around  9,000  paid  ’  meetings  to  keep  his  employees  up  to  j  I’m  very  blessed  to  have  the  employ- 

subscribers.  “It’s  a  win-wdn,  because  >  speed  on  company  issues  that  affect  j  ees  that  I  have,  and  morale  is  very 

the  advertiser  is  hitting  the  customer  ;  their  jobs  and  their  livelihood.  high.” 

that  actually  wants  the  product,  and  A  publisher  may  only  be  as  good  as 

the  reader  is  able  to  get  the  paper  in  his  employees,  and  if  that’s  the  case  Regional  assets 

the  format  they  want,”  he  said.  '  then  Masterson’s  doing  just  fine.  Part  of  the  reason  Masterson  has 

New  subscribers  can  choose  to  When  speaking  of  his  accomplish-  been  able  to  keep  jobs  steady  at  the 

receive  home  delivery  only,  the  e-  I  ments,  he’s  quick  to  point  out  that  Times  is  the  way  he  has  positioned 

edition  only,  or  a  hybrid  subscription  :  his  staff  and  department  heads  have  i  the  paper  to  take  advantage  of  the 

with  the  daily  e-edition  supplement-  ;  been  proactive  in  restructuring  their  unique  opportunities  presented  by 

ed  by  home  delivery  Wednesday  and  ;  traditional  roles,  revamping  content  the  region  he  covers. 

Sunday,  Thursday  through  Sunday,  ;  and  how  it’s  offered,  and  absorbing  The  paper’s  main  office  in  Mun- 
or  Sunday  only.  While  content  is  cur-  !  additional  duties.  Of  executive  editor  i  ster,  Ind.,  is,  geographically,  less 

rently  free  on  nwitimes.com,  Master-  ’  William  Nangle,  Masterson  said,  “At  |  than  an  hour  from  the  urban  center 

son  said  the  paper  will  introduce  a  i  66  years  young,  he’s  as  progressive  as  |  of  Chicago,  but  that  is  where  the 

paywall  in  the  coming  months,  part  j  any  young  editor  is  when  it  comes  to  j  proximity  comparisons  end.  Master- 

of  a  company-wide  rollout  across  Lee  i  digital.”  i  son  describes  the  region  as  “Balkan- 

Enterprises.  And  while  the  Times  has  not  been  |  ized,”  a  cluster  of  competitive  towns 

immune  to  the  challenges  and  ^  and  cities  lacking  a  central  anchor 
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>  Public  art  is  a  requirement  for  Munster,  Ind.’s  tax  abatement  program.  The  Times  is 
especially  proud  of  “Inspiration,”  by  acclaimed  sculptor  Zachary  Oxman  of  Bethesda,  Md. 

The  installation  is  18  feet  tall  and  weighs  in  at  8,000  pounds  of  steel.  It  depicts  an  abstraction 
of  a  Remington  typewriter  with  a  journalist  sitting  among  the  keys,  pondering  his  next  story. 


or  unifying  ideology.  That’s  how  the 
One  Region:  One  Vision  initiative 
came  to  he;  it’s  an  effort  to  encour¬ 
age  local  leaders  to  share  resources 
and  move  toward  the  common  goal  of 
improving  the  quality  of  life  for  their 
citizens,  even  though  they  come  from 
different  backgrounds. 

As  chairman  of  One  Region:  One 
Vision  (nwitimes.com/special-sec- 
tion/one-region-one-vision).  Master- 
son  has  assembled  a  board  of  rep- 


I  resentatives  from  federal,  state,  and 
local  government,  plus  education, 
health  care,  tourism,  finance,  indus- 
j  try,  media,  public  safety,  and  more. 

!  This  meeting  of  the  minds  has  led  to 
investment  in  urban  revitalization, 

■  establishment  of  a  health  care  coun- 
1  cil,  a  bimonthly  mayors’  roundtable 
j  discussion,  community  public  gather- 
{  ings,  and  more.  In  late  September, 

I  the  group  hosted  Indiana  governor 
i  Mitch  Daniels  at  a  sold-out  luncheon. 


“We  looked 
around  and 
decided  to  quit 
feeling  sorry  for 
ourselves. 


The  initiative,  under  Masterson’s 
leadership,  positions  the  Times  as  a 
force  of  change  in  the  community  and 
presents  local  citizens  with  a  positive 
view  of  the  local  newspaper. 

Beyond  the  ideological  mission  of 
uniting  regional  interests,  Masterson 
has  leveraged  a  more  straightforward 
benefit  of  the  region:  It’s  cheaper  to  do 
business  in  Northwest  Indiana  than  it 
is  in  Chicago. 

While  other  pap)ers  were  outsourcing 
their  printing  operations,  the  Times 
added  press  capacity  to  serve  clients 
across  the  state  line.  Masterson  also 
positioned  the  Times  as  a  customer 
service  call  center  and  regional  design 
center  for  Lee  newspapers  —  a  move 
that  added  jobs  and  brought  in  ad¬ 
ditional  revenue. 

Above  and  beyond 

Masterson’s  involvement  with  the 
community  doesn’t  end  at  One  Re¬ 
gion:  One  Vision.  His  latest  pet  project 
has  been  a  campaign  to  raise  funds  for 
a  new  Boys  &  Girls  Club  in  Gary,  Ind. 

“We  led  a  capital  campaign  to  re¬ 
model  an  old  abandoned  school  and 
turn  it  into  a  Boys  &  Girls  Club  and 
provide  opportunities  for  kids  that 
they  wouldn’t  have  had  otherwise,” 
he  said.  At  the  time  this  issue  went 
to  press,  the  campaign  had  raised 
$5.5  million. 
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“This  is  all  private  dollars.  It’s  a  testa-  1 
ment  to  the  people  here  believing  in  | 
the  One  Region:  One  Vision  mantra  | 
that  w'e  need  to  come  together,”  Mas- 
terson  said. 

Though  he  admitted  he  would  not 
likely  be  taking  on  any  additional  capi¬ 
tal  campaigns  any  time  soon,  Master- 
son  stressed  that  he  hopes  the  legac>’ 
he  leaves  is  as  more  than  a  newspaper¬ 
man.  “I  hope  that  when  it’s  all  said  and  ! 
done.  I’m  not  defined  by  my  success  | 
as  a  publisher.  More  importantly,  j 

I  hope  I’m  defined  by  what  tvpe  of  | 

father  I  am  to  my  kids  and  what  type 
of  husband  I  am  to  my  wife,”  he  said,  j 
“Those  are  the  things  that  are  impor¬ 
tant  to  me.”  I 

While  his  community^,  family,  and  i 

charitable  contributions  speak  vol¬ 
umes,  it’s  unlikely  that  hell  be  able 
to  fiilly  escape  his  publishing  accom¬ 
plishments. 

“I’ve  been  a  publisher  since  I  was  27 
years  old.  At  the  time  I  thought  that 
was  because  I  was  some  kind  of  super-  ! 
star,  but  in  hindsight  I  think  I  was  the 
only  one  dumb  enough  to  take  the  job 
at  the  time,”  Masterson  said.  “Being  in 
the  industry'  as  long  as  I  have,  I  mea¬ 
sure  the  bottom  line,  and  I  make  sure 
that  w'e’re  making  money.  You’ve  got 
to  make  sure  that  you  take  care  of  the 
community'.  You've  got  to  make  sure 
that  you  have  integrity.” 

Masterson  started  his  career  as  a 
youth  carrier  for  the  Daily  Oklaho¬ 
man.  In  1976,  he  was  selected  as 
Parade  magazine’s  “Young  Columbus 
Carrier  of  the  Year”  and  was  awarded 
the  key  to  the  city  of  Lawton,  Okla.,  for 
outstanding  achievements  as  a  youth. 
His  early  exposure  to  journalism 
instilled  a  competitive  drive  and  ap¬ 
preciation  for  the  value  of  journalism. 

“I  like  to  w’in.  I  like  to  be  successful.  I 
love  what  I  do.  I  believe  that  we  have  a 
tremendous  responsibility  to  provide 
the  community'  with  perspective  and 
information,  and  that’s  an  enormous 
opportunity  ,”  he  said.  “Instead  of  be¬ 
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*  Bill  Masterson  Jr.  (middle),  publisher  of  The  Times  of  Northwest  Indiana,  brings  together 
community  leaders  such  as  Eddie  Melton,  who  mentors  children  in  high  poverty  cities,  and 
Chicago  meteorologist  from  WMAQ-TV  Ginger  Zee  at  a  leadership  banquet  in  September  2010. 


ing  first,  I  want  to  be  right ...  We  don’t 
mislead  people.  Being  right  is  very, 
very'  important  to  me.” 


Moving  forward 

As  he  looks  ahead  to  his  new  role  as 
v'ice  president  at  Lee,  Masterson  said 
he  will  remain  publisher  of  the  Times 
as  well  as  group  publisher  of  his  other 
regional  titles. 

“What  I  hope  to  do  is  take  the  suc¬ 
cess  model  that  w'e’ve  had  not  only 
here,  but  also  at  some  of  the  other 
papers  that  report  to  me,  and  emulate 
that  success  with  a  broad  number  of 
newspapers,”  he  said.  “My  biggest 
challenge  is  making  sure  that  I’m  able 
to  provide  the  one-on-one  time  that 
I’ve  been  able  to  provide  with  some  of 
the  publishers  to  help  them  develop 
this  new  way  of  thinking,  taking  the 
pressure  off  themselves,  the  ‘woe  is 
me’  attitude  —  let’s  do  something 
about  it.  There  are  dollars  out  there 
that  are  being  spent  on  advertising, 
and  what  we  need  to  do  as  an  indus¬ 


try  is  develop  products  that  people 
are  willing  to  pay  for.” 

Masterson  said  much  of  his  success  is 
attributable  to  a  shift  in  attitude  —  to 
losing  that  “woe  is  me”  outlook.  “We 
need  to  develop  that  mentality  and 
then  go  out  and  get  it.  Let  that  bad 
economy  be  someone  else’s  problem.” 

And  as  for  being  named  publisher  of 
the  year? 

“I’m  humbled  by  my  employees 
...  heartened  that  they  would  think 
enough  of  me  (to  nominate  me).  It’s 
not  like  they  got  raises  that  other 
newspapers  didn’t  get.  We’re  still 
struggling  the  same  way  that  other 
media  companies  across  the  country 
are,  but  we’ve  got  jobs,  and  we’ve 
got  a  good  product  that  people 
want;  we  just  need  to  price  our¬ 
selves  accordingly  and  provide  the 
best  product  we  can  and  the  best 
service  we  can,”  he  said.  “As  long  as 
we’re  willing  to  change  and  modify 
what  we  do,  there’s  always  going  to 
be  room  for  us.”  ■ 
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Bill  understands  -.vhat  it  takes  to  be 'an 
effective  publisher.  It  takes  a  mind  *hat 
runs  like  a  v.’ell-oiled  press.  It  takes  a 
heart  that's  as  endless  as  the  world  wide 
v/eb.  It  takes  the  ability  to  reach  out  and 
move  people  in  v/ays  that  bring  out  the 
best  in  ever/one;  to  turn  a  business  into 
a  family  and  a  comimunity  into  a  home. 
As  a  team,  we  are  both  honored  and 
pfoud  of  our  noble  leader. 
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Newsweb’s  inkjet  web  press  and  other  digital  news  from  annual 

print  industry  gathering 
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During  a  visit  to  the  TKS 
(Tokyo  Kikai  Seisakusho, 
Ltd.)  booth  at  Graph  Expo 
last  month,  I  learned  that 
in  late  September  a  contract  was 
signed  with  Midwest  commercial 
printer  Newsweb  Corp.  for  a  492-lpm 
(feet  per  minute)  JetLeader  1500 
inkjet  web  press  —  the  same  digital 
device  that  ran  daily  at  the  drupa 
mega  tradeshow  in  Germany  this  past 
May.  The  installation  marks  the  first 
JetLeader  series  press  installed  in 
North  America. 

Situated  in  Chicago’s  Lincoln  Park 
neighborhood,  Newsweb  is  a  privately 
owned  firm  specializing  in  the  print¬ 
ing  of  community,  college,  and  ethnic 
newspapers.  In  July,  the  company  an¬ 
nounced  the  expansion  of  its  printing 
division  by  signing  a  letter  of  intent 
to  purchase  the  JetLeader  1500.  The 
digital  press,  which  was  originally  ex¬ 
pected  to  be  operational  by  October, 
allows  Newsweb  to  print  a  broader 
range  of  products,  including  books 
and  catalogs,  for  its  existing  client 
base  as  well  as  new  clients  that  need 
high-quality,  short-run  products. 

“We  have  been  looking  at  digital 
inkjet  technology  for  years,  but  did 
not  feel  it  was  where  we  wanted  it  to 
be,”  said  Rodd  Wiiiscott,  president 
of  Newsweb’s  printing  division.  “The 
JetLeader  will  allow  us  to  take  our 
printing  to  a  new  level  and  create  new 
business  opportunities  not  only  for 
us  but  for  our  customers.”  Winscott 
said  he  and  his  team  “are  working  on 
understanding  the  market  in  order  to 
determine  the  best  possible  jobs  to  be 
placed  on  the  Jetleader  1500  as  well 
as  preparing  for  the  new  work  we  can 
and  will  be  bringing  in.” 

Newsweb  client  services  manager 
Theresa  Bauer  said  the  company 
anticipates  running  live  jobs  either  in 
late  October  or  early  November.  “The 
installation  is  down  to  the  minor 
adjustments  now  and  is  essentially 
complete,”  she  said.  “We  have  now 
moved  into  the  training  phase.  Once 
we  are  satisfied  that  our  staff  is  con¬ 
fident  in  the  operation  of  the  equip¬ 
ment,  we  will  begin  to  look  at  the 


marketing  aspects.  The  JetLeader  has 
met  all  our  expectations  with  regard 
to  quality  and  craftsmanship,  and 
offers  us  entry  into  markets  that  were 
previously  outside  our  scope.  The  test 
jobs  we  have  run  and  continue  to  run 
confirm  our  choice  in  press  manufac¬ 
turers.” 

Yoshikazu  Shiba,  president  of  TKS, 
said,  “Our  Jetleader  is  a  leader  in  its 
field,  being  the  world’s  first  digital 
inkjet  printing  system  that  produces 
sectionalized  newspapers  inline.  TKS 
has  always  been  a  technology  leader 
and,  looking  into  the  future,  vies  for 
the  Jetleader  to  be  in  the  forefront  of 
innovation  in  this  area  of  technology.” 

In  addition  to  the  new  drop-on-de¬ 
mand  inkjet  device,  Newsweb  main¬ 
tains  Goss  Community  units  that 
allow  it  to  produce  up  to  96  tabloid 
pages  with  48  pages  of  full  process 
color  in  one  run.  All  color  towers  are 
outfitted  with  automated  computer- 
controlled  inking  aiid  a  QuadTech 
Auto  Register  closed-loop  system. 

The  web-offset  press  is  equipped  with 
three  folders,  quarter  folders,  ribbon 
decks,  and  gluers  that  allow  us  to  glue 
and  trim  booklet  inline.  Its  finishing 
department  is  equipped  with  three 
automatic  inserting  machines  capable 
of  inserting  up  to  seven  pieces  into 
one.  The  bindery  can  stitch  and  trim 
tabloids,  booklets,  or  digests.  For 
mailing,  Newsweb  uses  a  Videojet 
inkjet  system. 

20/20  future  vision  on 
newspaper  role 

Newsweb’s  Winscott  was  part  of  a 
Graph  Expo  show  panel  titled  2020: 
The  Future  Role  of  Newspapers.  Mar¬ 
co  Boer,  vice  president  of  Hanover, 
Mass.-based  IT  Strategies,  and  Rick 
Surkamer,  president  of  Lake  Forest, 
Ill.-based  Surkamer  Advisors  and 
former  president  and  chief  operating 
officer  of  SunDTimes  Media,  LLC., 
were  also  on  the  panel  that  discussed 
the  disruptive  role  of  technology  on 
the  printing  industry. 

Leading  off,  Winscott  said  the  past 
10  years  have  been  marked  by  revolu¬ 
tionary  changes  in  digital  technology 


and  mobile  Internet  access.  “I  expect 
the  next  10  years  will  bring  develop¬ 
ments  only  being  imagined  now,”  he 
said.  “Newspapers  will  continue  to 
provide  news  and  entertainment  to 
readers,  as  long  as  newspapers  adapt 
to  the  needs  of  their  readers.” 

One  way  newspapers  are  sure  to 
adapt  is  through  the  introduction  of 
more  micro-zoned  products.  Read¬ 
ers’  need  for  specialized  data  lends 
itself  to  small  and  customized  print 
runs,  and  newspapers  will  continue 
to  serve  their  readers  by  reaching  out 
in  hypermarkets  and  micro-zones.  “A 
500,000-copy  zone  may  be  a  ques¬ 
tionable  proposition,”  Winscott  said. 

Winscott  concluded  that  the  indus¬ 
try  is  at  a  crossroads.  “The  newspaper 
will  always  hold  a  place  in  people’s 
lives.  But  what  remains  to  be  seen 
is  what  form  it  will  take.  Digital 
printing  is  not  for  everyone,  but  it 
will  continue  to  grow  and  impact  the 
newspaper  industry,”  he  said. 

Boer  took  the  dais  next,  explaining 
that  while  analog  printing  still  gener¬ 
ates  about  $30  billion  in  revenue 
annually,  the  revenue  generated  by 
digital  printing  equipment  makers 
is  now  about  $120  billion  a  year. 
“There’s  a  lot  of  money  to  be  had  in 
digital  printing,”  he  said.  “And  digital 
printing  is  still  in  the  early  stages  of 
its  growth  curve.  Digital  print  is  not 
replacing  analog  pages,  it’s  creating 
new  value.  It’s  not  replacing  analog, 
it’s  running  in  parallel  with  analog.” 

Inkjet  is  too  slow  for  most  newspa¬ 
per  applications,  Boer  said,  but  news¬ 
paper  printers  are  going  to  see  new 
and  increasing  digital  competition 
from  entities  not  heard  from  before. 
They  are  going  to  pick  up  niche  busi¬ 
ness  and  keep  growdng  that  strength. 
“Digital  wall  never  replace  analog,” 
Boer  said.  But  he  added,  “Don’t  be 
deceived  by  digital  print  costs.  The 
real  cost  is  in  the  learning  curve,  not 
technology  adoption.” 

For  his  part,  Surkamer  predicted  the 
newspaper  of  2017  will  look  back  on 
2012  and  revel  in  changes  made  to 
operations,  IT  and  software,  con¬ 
tent,  product  delivery,  call  centers. 
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TKS 

JETLEADER 

SPECS 


4/4  PROCESS  COLOR 
PRINTING  UNITS: 

•  Printhead:  piezo-electric 
drop  on  demand 

•  Maximum  print  speed:  492 
fpm  (feet  per  minute) 

■  Maximum  resolution:  600 
X  600  dpi 


ONLINE  NEWSPAPER 
FOLDING  SYSTEM: 

■  Maximum  number  of 
pages:  72 

•  Maximum  number  of 
sections:  5 


» The  QuadTech  Color  Control  and  Web  Inspec¬ 
tion  System  with  AccuCam  offers  color  control 
along  with  inline  scumming  detection  and  plate 
verification  from  the  same  sensor. 


creative,  and  business  development,  and 
finance  and  administrative  outsourcing, 
among  others. 

“We’re  not  wringing  our  hands  any¬ 
more,”  Surkamer  said.  “We’re  embracing 
the  future.” 

More  digital  news 

At  its  Graph  Expo  press  conference,  KBA 
talked  up  the  RotaJET  76  production  ink¬ 
jet  press,  which  features  a  30.5-inch  web 
width  and  speeds  up  to  500  fpm.  “Expect 
a  beta  in  place  by  early  2013,”  said  Mark 
Hischar,  president  and  chief  executive 
officer  of  KBA  North  America.  Digital 
new'spaper  printed  samples  were  avail¬ 
able  in  the  KBA  booth,  as  w^ere  samples  of 
German  sausage  and  beer  in  true  Okto- 
berfest  spirit. 

Hischar  also  said  that  Hearst  Corp.  has 


» The  QuadTech  MultiCam  is  the  world’s 
best-selling  register  control  camera. 


made  a  commitment  to  offset-printed 
newspapers  with  the  previously  reported 
addition  of  a  Commander  CL  press  at  the 
Times-Union  in  Albany,  N.Y.,  scheduled 
to  start  production  early  next  year.  Great 
West  New'spapers  (GWN)  in  Alberta, 
Canada  —  a  group  of  21  community  news¬ 
papers  as  well  as  a  commercial  printer 
and  partner  of  Glacier  Ventures  Inti  — 
added  a  Colora  model  to  be  installed  in  a 
facility  currently  being  constructed  in  St 
Albert,  Alberta. 


PRINT  13 

Mark  your  2013  calendars  now  for  the  big¬ 
ger,  better,  quadrennial  PRINT  show  next 
fall,  running  for  five  days  (September  8  to 
12)  at  McCormick  Place  in  Chicago.  For 
more  information  visit  gasc.org/PRINTl3. 
aspx.  ■ 


Graph 
Expo 
Show 
Daily  is 
online 

Coverage  of  the  Graph 
Expo  Newsprint  newspa¬ 
per  pavilion  was  featured 
in  each  of  the  four  issues 
of  the  Official  Show  Daily 
publication.  To  read  the  ar¬ 
ticles  and  catch  up  on  more 
show  news,  visit  myprin- 
tresource.com/newslet- 
ter/show-daily/day3 
and  viewer.zmags.com/ 
publication/066ec068. 
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Single-width  ' 
Towers  for 
Publishers  in 

Sweden,  Africa 


Gotlands  Forenade  Tid- 
ningstryckerier  (Got¬ 
lands),  located  in  Visby 
on  the  Swedish  island 
of  Gotland,  has  ordered  three 
single-width  Community  four- 
high  towers  from  Goss  Inti.  The 
investment  involves  a  facility-wide 
upgrade  to  provide  quality  and  op¬ 
erational  improvements,  including 
remote  control  capabilities. 

Part  of  the  Pressgrannar  Group 
of  newspaper  printers,  which  in 
turn  belongs  to  Nya  Tidens  Media 
(NTM),  Gotlands  presently  oper¬ 
ates  a  Community  press  compris¬ 
ing  four  four-high  towers  and  four 
mono  units  with  a  22-1/16  inch 
cut-off.  The  existing  2x1  press  was 
originally  installed  in  the  early 
1980s.  Extensions  added  10  years 
ago  provide  capacity  to  print  a 
total  of  64  tabloid  pages,  with  32 
in  full  color.  The  addition  of  the 
three  new  towers  will  enable  the 
press  line  to  produce  a  further  24 
full-color  pages  to  meet  demand 
from  advertisers.  Gotlands  has  also 
specified  automatic  register  and 
cut-off  controls  as  well  as  addition¬ 
al  automated  features  to  ensure 
the  abiliU'  to  match  the  highest 
coldset  quality  of  all  group  titles. 
According  to  Peter  Dahlen, 
project  manager  of  Gotlands, 
although  the  company  operates  on 
a  small  island  with  around  58,000 
inhabitants,  the  press  extension 
will  offer  significant  growth  poten¬ 
tial.  “The  pressure  from  advertis¬ 
ers  for  more  color  in  newspapers 
has  grown  relentlessly  over  recent 
years  and,  without  a  doubt,  we 
will  sell  more  pages  of  advertising 
with  the  greater  capacity  for  full- 
color  pages,”  he  said.  “Sweden  is  a 


newspaper-reading  nation,  so  we  also 
experience  large  peaks  in  demand  over 
holiday  periods.  As  we  are  running  at 
capacity  currently,  we’re  not  in  a  posi¬ 
tion  to  capitalize  on  these  opportuni¬ 
ties  ...  but  w'e  soon  will  be.” 

Gotlands  prints  the  two  key  titles  for 
the  island,  Gotlands  Allehanda  and 
Gotlands  Tidningar,  both  produced 
six  days  per  week  in  print  runs  of 
around  10,000  copies  each.  With  the 
new  longer  press  line  in  production, 
the  company  anticipates  printing 
additional  evening  tabloid  products 
during  summer  months. 

“The  challenge  for  us  is  to  maintain 
profitability,  in  view  of  decreasing  cir¬ 
culations,  while  impro\'ing  our  ability 
to  be  highly  flexible  in  terms  of  format, 
sectioning,  and  post-press  services,” 
Dahlen  said.  ‘The  solution  as  we  see 
it  is  to  enhance  automation,  alongside 
the  additional  color  and  w^eb-handling 
capacity,  ensuring  that  we  run  as  effi¬ 
ciently  as  possible  for  even  the  shortest 
runs. 

Goss  has  had  a  recent  spate  of 
Community  press  sales  in  Nigeria, 
underlining  why  the  press  model  is  so 


fit  for  the  region.  Goss  has  received  a 
large  order  for  single-wide  newspa¬ 
per  production  in  the  African  nation, 
where  it  will  be  shipping  more  than  40 
press  units  over  a  three-month  period. 
Modularity  and  flexibility  are  two  key 
features  leading  to  demand  in  an  area 
where  business  development  is  typi¬ 
cally  sudden  and  sporadic. 

Four  new  presses  will  add  another 
44  single-wide  (2x1)  press  units  in 
Nigeria  this  year,  making  the  total 
since  2008  nearly  200  units.  Commu¬ 
nity  and  Magnum  press  models  also 
have  proved  popular  throughout  the 
African  continent,  with  more  than  375 
units  installed  since  2007- 

Scheduled  for  installation  over  com¬ 
ing  months,  the  latest  four  presses  for 
Nigeria  are  characterized  by  multi-edi¬ 
tion  versatility.  Each  has  been  speci¬ 
fied  to  handle  multiple  webs  through 
a  single  folder  to  facilitate  quick  and 
easy  versioning  of  local  editions  of 
titles  for  wide  distribution. 

A  number  of  key  benefits  are  an¬ 
ticipated  for  the  Community  press 
to  be  installed  later  this  year  at  the 
Akwa  Ibom  Newspaper  Corp.  The 
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investment  is  intended  to  not  only 
bring  printing  of  the  state-owned 
title  The  Pioneer  in-house  and  enable 
it  to  become  a  daily,  but  also  to  win 
further  print  contracts  from  within 
Akw  a  Ibom  state  and  beyond.  The 
12-unit  press,  with  a  22-49/64  inch 
cut-oflf,  has  been  specified  with  half- 
and  quarter-page  folding  capabilities 
to  ensure  flexibilitj’  for  such  opportu¬ 
nities,  as  well  as  six  Goss  reelstands, 
providing  the  capacity  to  print  mul¬ 
tiple  webs  simultaneously. 

“This  investment  will  jump  start 
training  for  Akwa  Ibom  people  in 
sophisticated  printing  technologv',  as 
well  as  serve  the  local  media  indus- 
trv’  and  commercial  interest,”  said 
Aniekan  Umanah,  Akwa  Ibom  state 
commissioner  for  information  and 
communication. 

In  Lagos,  the  first  of  two  identical 
Community-  presses  for  Vanguard 


Media  Ltd.,  independent  publisher 
of  Vanguard  New'spapers,  is  cur¬ 
rently  being  installed.  Configured  as 
two  four-high  towers,  one  two-high 
tower,  and  four  Goss  reelstands,  the 
Vanguard  press  will  be  able  to  run  up 
to  four  w'ebs  into  a  folder  with  half- 
and  quarter-page  format  capabilities. 
As  is  the  preference  in  Nigeria,  the 
press  has  a  22-49/64  inch  cut-off, 
and  the  press  for  Vanguard  will 
include  motorized  ink  keys  for  ease  of 
use  and  faster  set  up. 

In  addition  to  the  Daily  Vanguard, 
Vanguard  Media  publishes  Saturday 
and  Sunday  editions  of  the  main  title, 
as  w^ell  as  a  variety  of  specialist  titles 
such  as  Sweet  Crude,  Hitech,  and 
Cyber  Life. 

The  second  identical  Goss  Com¬ 
munity  press  will  be  delivered  to  the 
facility  in  Asaba,  Delta  State  later  in 
the  year. 


Scheduled  for  delivery  last  month 
was  a  12-unit  Community  press  for 
Vintage  Press  Ltd.,  in  Port  Harcourt, 
Rivers  State,  Nigeria.  The  new  press 
will  have  three  four-high  towers,  three 
Gk)ss  reelstands,  and  one  folder  with 
half-  and  quarter-page  capabilities. 
Publisher  of  leading  national  daily 
The  Nation,  Vintage  Press  prides  itself 
on  providing  well-informed,  well- 
balanced  news  and  analysis  for  an 
educated  and  influential  readership. 

Paul  Feeney,  Goss  Inti  sales  man¬ 
ager  for  Middle-East  and  Africa  said, 
“Vintage,  as  with  the  other  recent  or¬ 
ders  for  Nigeria,  is  looking  to  build  its 
brand  reputation  and  readership  by 
ensuring  its  print  production  matches 
the  quality  of  its  editorial.  They  need 
solid,  reliable,  and  user-friendly  press 
equipment  that  will  keep  rolling  with 
minimum  intervention  to  fulfill  a 
commitment  and  duty  to  readers.  ■ 
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Publishing  Made  Easier, 

More  Profitable  in  a  Digital  Age 


SAXOTECH 

Phone: +1  (813)221-1600  Website: 

Fax:+1  (813)221-1604  www.saxotech.com 

E-mail:  info@saxotech.com 

Who  We  Are 

SAXOTECH,  a  leader  in  content  management,  circulation  and  advertising 
solutions,  is  dedicated  to  helping  media  companies  meet  the  challenges  and 
seize  the  opportunities  of  publishing  in  the  digital  age. 

For  20  years,  through  a  combination  of  transformative  technology  and  un¬ 
paralleled  expertise,  we've  partnered  with  some  of  the  best  media  companies 
in  the  world  to  streamline  their  print  and  digital  operations,  centralize  their  re¬ 
porting  and  content  aggregation,  and  free  up  their  newsrooms  to  focus  on 
what  they  do  best  —  local  coverage. 

SAXOTECH's  scalable,  easy-to-implement  solutions,  are  now  used  by  more 
than  1,000  media  organizations  worldwide. 

How  would  a  newspaper  benefit  from  your 
product  or  service? 

SAXOTECH  Mediaware  Center,  the  most  comprehensive  multichannel  media 


solution  available  today,  brings  both  print  and  digital  publishing 
together  in  profitable  ways. 

SAXOTECH  Online  provides  the  ability  to  create,  edit  and  present 
information  through  multiple  digital  channels  from  a  single  point  of 
administration. 

SAXOTECH  Circulation  and  SAXOTECH  Directory  Publishing  Center 
supports  the  increasing  demands  placed  on  publishers  to  retain  and 
increase  subscribers  and  to  maximize  local  revenue  opportunities. 

SAXOTECH  Connect  provides  the  targeted  delivery  of  content  and  ad¬ 
vertising  to  site  visitors  based  upon  their  readership  habits  and  profile 
data. 

These  SAXOTECH  solutions,  along  with  a  full  line  of  professional 
services  designed  to  complement  them,  help  media  companies  compete 
and  profit  in  the  digital  age  by; 

•  Streamlining  and  centralizing  operations  for  faster,  more  efficient 
publishing 

•  Improving  workflow,  usability  and  employee  satisfaction 

•  Reducing  operating  costs  while  developing  new  digital  revenue 
channels 

•  Distributing  premium  content  across  print,  online,  mobile  phone  and 
tablet  platforms 

•  Creating  more  revenue  with  targeted  content  and  advertising 
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Audit  Bureau 
of  Circulations 

ABCinteractive 


Audit  Bureau 
of  Circulations 

Contact:  Kristina  Meinig, 
Manager,  Marketing  &  Sales 
Phone:224-366-6412 
Fax:224-366-6949 

E-mail: 

Kristina.Meinig@accessabc.com 
Website:  accessabc.com 


Benefits 

The  benefits  that  an  ABC  audit  guarantees  are  accurate  and  cross-functional.  As  a  col¬ 
laborative  organization,  ABC  provides  credible,  independently  verified  information 
that  is  essential  to  the  media  buying  and  selling  process.  ABC's  industry-developed 
services  enhance  communication  with  media  buyers,  and  its  online  analysis  tools  give 
provide  a  better  understanding  of  the  local  market.  ABC's  Consolidated  Media  Report 
(CMR)  generates  a  comprehensive  view  across  multimedia  products  for  newspapers. 
Audience-FAX  allows  U.S.  daily  newspapers  to  incorporate  the  world  of  print  and  on¬ 
line  readership  alongside  detailed  circulation  stats. The  Preprint  Projection  Center  is 
an  online  tool  that  helps  newspapers  streamline  preprint  quantities,  zones,  dates  and 
distribution  90  days  in  advance  of  the  distribution  date,  updating  projected  circula¬ 
tion  data  monthly  from  a  secure,  confidential  centralized  location. 


Who  We  Are 

ABC  is  a  forum  of  the  world's  leading 
magazine  and  newspaper  publishers,  ad¬ 
vertisers  and  advertising  agencies.  The 
organization  provides  credible,  verified 
information  essential  to  the  media  buy¬ 
ing  and  selling  process.  ABC  maintains 
the  world's  foremost  electronic  database 
of  audited-circulation  information  and 
an  array  of  verified  readership,  subscriber 
demographics  and  online  activity  data, 
which  is  disseminated  into  reports  and 
made  available  in  various  formats. 
Founded  in  1914,  ABC  continues  its  98 
year-old  tradition  of  excellence  by  main¬ 
taining  its  standard  of  fair  and  integral 
practices  in  the  marketplace.  Centered  on 
media  buying  and  selling,  ABC  offers  in- 
depth  audits,  examining  publishers' 
records  and  compiling  these  comprehen¬ 
sive  figures  into  its  premier  electronic 
global  database  -  assuring  buyers  that  a 
publication's  circulation  claims  are  accu¬ 
rate  and  verifiable. 


Testimonial 

Media  buyers  are  voicing  their  support  for  ABC's  new  CMR.  Chris 
Cope,  founder/president  and  CEO  of  ACGMedia  and  chairman  of 
the  Newspaper  Buyers' Advisory  Committee  believes  that  ABC's 
CMR  efficiently  evaluates  each  publication's  cross-functionality. 

"It's  valuable  to  see  multiple  channels  in  a  single  document  so 
we  have  a  comprehensive  picture  of  what  we're  evaluating," 

Cope  said."We  can  also  see  where  one  medium  can  comple¬ 
ment  and  enhance  the  effectiveness  of  another. This  (the  CMR) 
can  be  a  good  thing  in  that  newspapers  should  be  given  the 
flexibility  to  fully  present  the  results  of  their  various  products, 
but  still  within  formats  buyers  can  understand  and  make  media  decisions." 

Success  Story 

ABC  recently  created  a  Consolidated  Media  Report  (CMR)  for  the  Chicago  Region-Wide 
Network  (CRWN),  which  included  The  Chicago  Sun-Times,  one  of  the  many  newspapers 
affiliated  with  the  media  company.  With  multiple  titles  and  a  variety  of  platforms  at¬ 
tached  to  the  CRWN  name,  ABC's  CMR  proved  to  be  the  best  option  for  displaying  the 
company's  readership,  usage,  circulation,  and  net  combined  audience  for  print,  web,  and 
mobile."lt's  a  very  flexible  report  and  allowed  us  the  opportunity  to  really  communicate 
the  depth  and  breadth  of  our  portfolio,"  said  Courtney  Price,  vice  president  of  audience 
development  at  Sun-Times  Media. CRWN  presented  each  newspaper's  reach  in  terms  of 
readership  through  various  self-created  graphics  that,  with  the  help  of  ABC's  customiz¬ 
able  CMR,  clearly  displayed  these  statics  in  an  accurate  and  comprehensible  manner. 


Chris  (ope,  CEO  of  ACGMedia  and 
chairman  of  the  ABC  Newspaper 
Buyers'  Advisory  Committee 


Digimarc  Corporation 
Contact: 

Matthew  Szerencse 
Market  Development 
Manager 

Phone: 

800.344.4627 

E-mail: 

matthew.szerencse@digi- 

marc.com 

Website: 

www.digimarc.com 

Who  We  Are 

Digimarc  Corporation,  based  in  Beaver¬ 
ton,  Oregon,  is  a  leading  innovator  and 
provider  of  enabling  technologies  that 
create  digital  identities  for  all  forms  of 
media  and  many  everyday  objects.The 
Digimarc®  Discover  platform  gives  pub¬ 
lishers,  agencies  and  brands  a  premium 
print-to-mobile  solution  to  drive  new 
levels  of  consumer  engagement  directly 
from  print  on  the  device  we  all  carry  24/7 
-  our  smartphones.  Consumers  direct 
their  phone  at  a  printed  image,  branded 
design  element  or  text  -  not  a  QR  code 
or  Microsoft  Tag  -  they  are  interested  in 
and  are  instantly  connected  to  a  range  of 
associated  Internet  services  -  such  as 
view  a  video,  share  on  social  media,  buy 
now,  enter  a  sweepstakes,  etc.  Publishers 
and  advertisers  interested  in  using  Digi¬ 
marc  Discover  to  maximize  consumer  en¬ 
gagement  should  visit 
www.digimarc.com/discover. 


Newspaper  Benefits 

The  Digimarc®  Discover  platform  allows  today's  publishers  the  ability  to  easily  ex¬ 
tend  reader  engagement  with  a  full  range  of  multi-sense  y,  print-to-mobile  experi¬ 
ences: 

•  Bring  emotionally  charged  content-to-life  through  multimedia  experiences  - 
videos,  photo  slideshows,  etc. 

•  Deliver  ongoing,  timely  updates  on  developing  stories. 

•  Initiate  a  dialogue  with  readers  and  extend  the  conversation  to  their  social  net¬ 
works. 

•  Create  premium  advertising  opportunities  that  enable  readers  to  take  immediate 
action. 

•  Give  readers  instant  access  to  additional  information  about  a  story  or  product  at 
the  moment  of  peak  interest. 

Success  Stories 

Named  one  of  the  key  201 2  trends  in  the  magazine  industry  ("Sapplets,  Digital  Wa¬ 
termarks  Are  Key  Magazine  Innovations  in  2012  Report,"  Huffington  Post,  July  18, 

201 2),  digital  watermarking  is  proving  successful  in  deepening  brand  loyalty,  creat¬ 
ing  purchase  intent  and  allowing  readers  of  publications  like  Seventeen,  W,  House 
Beautiful  and  even  America's  Favorite  Food  cookbook  to  interact  with  their  favorite 
publications  in  ways  previously  unimagined. 

In  the  past  year,  the  following  premier  brands  have  leveraged  Digimarc  Discover 
technology  in  their  pages:  Ad  Age,  Brides,  Cosmopolitan,  Cosmopolitan  Latina,  Food 
Network  Magazine,  House  Beautiful,  Lucky,  Newsweek,  Redbook,  Saveur,  Seventeen, 
Shape,  Sports  Illustrated,  Sports  Illustrated  Swimsuit  Issue,  Time,  W,  and  more. 
Testimonial 

•"When  someone  sees  an  ad  for  a  great  vacation  destination,  they  may  think  to  them¬ 
selves 'Oh,  I  want  to  go  there,'and  then  quickly  forget  about  it.  By  using  Digimarc  Dis¬ 
cover  we  are  able  to  give  the  reader  more  than  just  an  ad  or  a  link  back  to  our  site  - 
we  are  able  to  give  them  choices  to  tour,  share  and  book  on  the  spot;  it's  very  power¬ 
ful."-  Michael  Troy,  Director  of  Field  Marketing  for  Starwood  Hotel  and  Resorts 
•"Digimarc's  technology  enhances  and  deepens  the  consumer's  experience  of  our 
brand.  Every  scan  transforms  the  printed  page  into  a  multimedia  experience."-  Lind¬ 
say  Bierman,  editor  of  Southern  Living 

•"With  over  26  million  consumers  in  the  Cosmopolitan  community,  we  love  the  idea  of 
making  it  easier  for  them  to  engage  with  our  content  and  that  of  our  advertisers  ..."- 
Donna  Kalajian,  SVP,  Publishing  Director  and  Chief  Revenue  Officer  of  Cosmopolitan 


Southern  Lithoplate,  Inc. 

Contact: 

Steven  Mattingly 
Senior  Vice  President  of 
Sales  &  Marketing 

Phone: 

800-638-7990 

E-mail: 

SMattingly@slp.com 

Website: 

www.slp.com 

Who  We  Are 

Southern  Lithoplate,  Inc., 
headquartered  in  North  Car¬ 
olina,  is  the  preferred  provider 
of  digital  premedia  lithoplates 
and  associated  prepress/press¬ 
room  solutions  for  newspaper 
and  commercial  publishing. 
Printing  companies  across  the 
United  States  and  around  the 
world  rely  on  Southern  Litho- 
plate’s  high-performing  press¬ 
room  materials  and  24/7/365 
technical  service  that  is  second 
to  none.  A  growing  interna¬ 
tional  presence  brings  un¬ 
matched  quality  and  value  to 
printing  operations  throughout 
Latin  America  and  Australasia. 


With  proven  Replica™  HSV  violet  plates  and  market  share-leading  Viper®  830  thermal 
plates  at  the  core,  and  more  technologies  to  come.  Southern  Lithoplate’s  customized  solu¬ 
tions  deliver  superior  printability,  fast  imaging  speeds  and  repeatable  results. 

Over  the  past  several  years,  we  have  invested  in  the  acquisitions  of  3M/lmation’s,  Citi- 
plate’s  and,  most  recently,  Konica  Minolta’s  manufacturing  assets  and  intellectual  property 
to  complement  our  continuing  investment  in  our  technologies,  plants,  products,  quality 
process  and  personnel. 

Newspaper  Benefits 

Southern  Lithoplate  —  customer  choice  driven  by  SLP’s  passion  for  quality,  value 
and  performance  —  has  made  us  the  leading  supplier  and  service  provider  to  North 
American  newspaper  printers.  Southern  Lithoplate’s  Strategic  Alliance,  an  exclusive 
group  of  trusted  providers  of  leading  technologies,  offers  more  variety  and  value  than 
any  other  single  competitor  in  computer-to-plate,  workflow  color  and  ink  manage¬ 
ment,  and  notch/bend  equipment.  Most  recently,  the  Strategic  Alliance  welcomed  X- 
Rite,  Inc.,  the  world  leader  in  color  management,  measurement  and  communication 
technologies.  Strategic  Alliance  partner  ECRM  Imaging  Systems  also  has  launched 
the  NEWSmax  family  of  fully  automated  high-speed  violet  CtP  devices,  capable  of 
outputting  100  to  400  plates  per  hour.  In  addition,  the  sales  training  professionals  at 
alliance  member  HDS  Premier  Consulting  lead  client  programs  that  grow  revenue  and 
market  share. 

Testimonial 

“Southern  Lithoplate  has  been  our  plate  supplier  for  nearly  10  years  and  played  a  key 
role  in  our  move  to  CtP  in  2003,”  says  Duff  Jamison,  President  of  Great  West  News¬ 
papers  LP  in  St.  Albert,  AB.  “We  decided  to  implement  a  violet  solution  based  on  im¬ 
provements  in  the  technology,  low-chemistry  potential,  high-speed  output  and 
attractive  capital  and  operating  costs.  Southern  Lithoplate  —  together  with  ECRM, 
another  long-term  supplier  from  our  film  days  —  put  an  attractive  proposal  for  plates 
and  two  NEWSmax  platesetters  on  the  table.  Relationships  are  important  to  us,  and 
we’re  most  comfortable  doing  business  with  owner-managed,  entrepreneurial  com¬ 
panies  in  which  we  can  deal  directly  with  those  owners.  Southern  Lithoplate  brought 
all  those  qualities  to  the  table  and  backed  it  up  with  topnotch  customer  service.” 


CCI  Europe  Inc.  Phone:  +1  770  420  1 1 00 

3550  George  Busbee  E-mail:  info@ccieurope.com 
Parkway  NW  Website:  www.ccieurope.com 

Kennesaw,GA  30144 

Who  We  Are 

CCI  is  a  leading  provider  of  editorial  and  advertising  solu¬ 
tions  for  multimedia  news  environments.  Our  products 
are  the  most  robust  and  powerful  systems  in  the  industry, 
and  are  implemented  in  news  organizations  across  five 
continents. 

We  provide  the  platform  to  support  evolving  needs  of 
the  world's  largest  news  organizations,  and  scalable  solu¬ 
tions  to  help  growing  media  brands  optimize  their  busi¬ 
ness  strategies.  Constant  innovation  and  strong  customer 
commitment  remain  the  cornerstones  of  CCI's  business 
model. 


What  differentiates  you  from 
your  competitors? 

CCI  offers  NewsGate,  which  is  a  media-neutral  edito¬ 
rial  Content  Management  System  in  the  sense  that 
you  use  the  same  set  of  tools  to  produce  stories  for 
print  and  digital  media.The  planning  processes,  the 
templates  and  the  workflows  are  the  same  type, 
whether  you  work  with  content  for  a  printed  paper,  a 
website,  mobile  or  tablet  product.  So  multiple  media 
means  new  and  different  ways  of  telling  a  story.lt 
does  not  mean  new  tools  to  master. 


PCF 


Publishers  Circulation 
Fulfillment,  Inc. 

502  Washington  Avenue 
Suite  500 

Towson,  MD  21204 
United  States 


Phone 

410.821.3485 
Toll  Free 
(877)  PCF-6668 
Sales  Contact 
Joe  Neuhof 

Vice  President,  Business 
Development 


Who  We  Are 

PCF,  Inc.  is  the  largest  U.S.  independent  newspaper 
home  delivery  and  distribution  logistical  services 
company,  handling  over  1 0  million  copies  per  week 
for  more  than  60  publications.  PCF  also  handles, 
TMC,  single  copy  and  bulk  distribution,  amenity 
copies,  zoned  and  other  special  distribution 
programs. 


BetterBNC 


Website:  www.betterbnc.com 

BetterBNC^^  is  the  industry  standard  online 
journalism  contest  platform. 

Contestant  Managers^ 

Senior  managers  and  editors  control  who  and  what  is 
entered 

Open  CalP 

Your  best  work  is  “open”  to  a  world  of  entry  opportu¬ 
nities 

User  Scrapbooks 

Contestants  can  save  copies  of  their  best  work  ail  year 
long 

BetterBNC  has  been  selected  by  120  newspaper 
associations,  press  clubs  and  broadcaster  groups 
representing  over  20,000  journalists. 

For  more  information,  please  visit 
www.betterbnc.com. 


Business  Directory 


Marshall  N. 
Morton  has 

announced 
he  will  retire 
as  president 
and  chief 
executive  of¬ 
ficer  of  Media 
General,  Inc. 
at  the  end 
of  this  year. 
George  L. 
Mahoney, 
vice  presi¬ 
dent  of 
growth  and 
performance,  will  succeed 
Morton,  effective  Jan.  1, 2013.  In 
the  interim,  Mahoney  will  serve 
as  vice  president  and  chief 
operating  officer.  Mahoney  was 
most  recently  responsible  for 
Media  General's  digital  media 
and  mobile  operations.  He 
joined  Media  General  in  1993,  as 
general  counsel  and  corporate 
secretary,  and  was  elected 
a  corporate  vice  president  in 
2006.  Mahoney  became  vice 
president  of  growth  and  perfor¬ 
mance  in  2011.  Morton  has  been 
president  and  chief  executive 
officer  since  2005.  He  joined  the 
company  in  1989  as  senior  vice 
president. 

Wayne  Snow 

has  been 
named  vice 
president  of 
sales  with 
Digital  First 
Media,  which 
operates 
MediaNews  Group,  Journal 
Register  Co.,  and  Digital  First 
Ventures.  Snow  most  recently 
served  as  general  manager 
of  cleveland.com  since  2010. 
Snow  began  his  sales  career  as 
retail  territory  account  execu- 


By  Nu  Yang 
people@editorandpublisher.com 
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Margie  Cochrane  has  been  named  publisher  of  the  Ven¬ 
tura  County  (Calif.)  Star.  She  replaces  George  Cogswell, 
who  left  the  Star  after  five  years  to  become  publisher 
of  The  Commercial  Appeal  in  Memphis,  Term.  Cochrane 
started  her  career  in  1983  at  the  Rocky  Mountain  News  in 
Denver.  She  joined  the  Arizona  Republic  in  1998  and  was 
promoted  to  director  of  advertising  in  2001.  In  2008,  she 
accepted  the  role  of  senior  vice  president  of  advertising 
with  the  Milwaukee  Journal  Sentinel.  Most  recently,  she 
was  senior  vice  president  of  sales  and  marketing  for  Los 
Angeles  News  Group. 


Dan  Steever  has  been  named  president 
and  publisher  of  The  Gazette  in  Colorado 
Springs,  Colo.  He  succeeds  Gene  Carr, 
who  served  as  interim  publisher  since 
April.  Steever  most  recently  serv'ed  as 
chief  executive  officer  at  Schaumburg, 
lll.-based  marketing  services  firm  Promo- 
Works,  LLC. 

Paul  Farrell  has  been  named  group  pub¬ 
lisher  of  Hearst  Connecticut  Newspapers. 
In  his  new  role,  Farrell  will  have  responsi¬ 
bility  for  the  operating  performance  across 
Hearst’s  network  of  media  companies  in 
the  state,  which  includes  four  dailies  and 
seven  weekly  newspapers.  Farrell  joins 
Hearst  from  Lee  Enterprises  where  he  was 
senior  vice  president  of  sales  and  market¬ 
ing  since  2007. 

Wanda  Artus-Cooper  has  been  named 
vice  president  of  corporate  sales  with 
Freedom  Communications  in  Inine,  Calif 
She  will  lead  the  planning  and  execution 
of  sales  strategies  to  drive  advertising 
growth.  She  will  also  play  a  leadership  role 
in  training,  coaching,  and  developing  sales 
teams,  as  well  as  structuring  enterprise¬ 
wide  compensation  plans.  Most  recently, 
Artus-Cooper  served  as  a  consultant  at 
2100  Trust,  LLC,  a  private  equity  firm 
focused  on  acquiring  promising  newspa¬ 
per  properties. 

Michael  Stewart  has  been  named  execu¬ 
tive  editor  of  The  Meridian  (Miss.)  Star. 

He  replaces  Fredie  Carmichael,  who  left 
the  publication  in  May.  Previously,  Stew'art 
spent  three  years  as  North  County'  editor  of 
the  Northwest  Florida  Daily  and  editor  of 
the  Crestview  (Fla.)  Ack’s  Bulletin. 


Susan  Shultz  has  been  named  editor  of 
The  Darien  (Conn.)  Times.  She  replaces 
Joshua  Fisher,  who  left  after  seven  years 
to  become  editor  of  the  New  Canaan 
{Conn.)  Advertiser.  Shultz  w'as  previously 
assistant  editor  of  the  publication. 

Mike  Knuth  has  been  named  executive 
editor  of  the  Green  Bay  (Wis.)  Press- 
Gazette.  He  is  also  executive  editor  of  the 
Manitowoc  Herald  Times  Reporter  and 
e.xecutive  editor  and  general  manager  for 
The  Sheboygan  Press,  both  in  Wisconsin. 

The  Omaha  World-Herald  has  announced 
several  editorial  department  changes. 

C.  David  Kotok  has  retired  as  managing 
editor,  a  position  he  held  since  2008.  He 
is  succeeded  by  Melissa  Matczak,  w  ho 
has  been  an  assistant  managing  editor  for 
digital  operations,  overseeing  the  paper’s 
online  edition  and  two  affiliated  websites. 
Ben  Vankat  will  take  over  as  supervisor  of 
digital  operations,  succeeding  Matczak  as 
the  newsroom’s  online  editor.  He  joined 
the  paper  in  2006. 

Michele  Neshihal  has  been  appointed  to 
the  newly  formed  position  of  vice  presi¬ 
dent  of  sales  and  operations  with  AFL 
Web  Printing  in  Voorhees,  N  J.  Prior  to 
joining  AFL,  Nesbihal  was  director  of 
circulation  at  Greater  Media  Newspapers 
in  East  Brunswick,  N.J. 

Scott  Kraft  has  been  named  deputy- 
managing  editor  of  the  Los  Angeles  Times, 
overseeing  the  front  page.  Column  One, 
and  projects.  Kraft  joined  the  Times  as 
a  national  correspondent  in  Chicago 
and  went  on  to  serv  e  as  bureau  chief  in 
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Nairobi,  Johannesburg,  and 
Paris.  After  a  decade  abroad, 
Kraft  moved  to  Los  Angeles 
and  became  deputv'  foreign  edi¬ 
tor.  A  year  later,  he  was  named 
national  editor.  He  returned  to 
writing  in  2008  and  became 
Page  One  editor  last  year. 

Jane  Davenport  has  been 
named  managing  editor  of  The 
Toronto  Star.  She  replaces 
Joe  Hall.  who  retired  from  the 
publication.  Davenport  pre\'i- 
ously  ser\'ed  as  news  editor. 

Wendy  Warren  has  left  her 
position  as  editor  and  vice 
president  of  philly.com,  the  on¬ 
line  portal  for  The  Philadelphia 
Inquirer  and  the  Philadelphia 
Daily  Neics.  She  has  joined 
nbcwashington.com  as  edito¬ 
rial  manager  of  digital,  where 
she  will  oversee  social  media 
and  digital  platforms.  Before 
joining  philly.com,  she  was 
business  editor  of  The  Morning 
Call  in  AllentowTi.  Pa. 

Terrance  C.Z.  Egger  has  an¬ 
nounced  he  will  retire  as  pub¬ 
lisher  of  The  (Cleveland)  Plain 
Dealer  shortly  after  the  first  of 
next  year.  Egger  joined  the  pa¬ 
per  in  May  2006  as  publisher, 
president,  and  chief  executive 
officer.  He  also  oversaw  opera¬ 
tions  for  Sun  Newspapers,  a 
chain  of  weeklies  published  in 
communities  across  Northeast 
Ohio.  Prior  to  joining  the  Plain 
Dealer,  Egger  was  publisher  of 
the  St.  Louk  Post-Dispatch.  He 
also  w'orked  at  Tucson  News¬ 
papers  in  Arizona,  the  Copley 
Los  Angeles  Newspapers,  and 
a  small  biweekly  in  Southern 
California  where  he  began  his 
newspaper  career. 


tive  for  The  Miami  Herald  He  was  also 
senior  account  executive  for  the  Florida 
Times-Union  before  being  promoted  to 
advertising  director  of  the  St.  Augustine 
(Fla.)  Record.  Snow  also  worked  at  the  St. 
Petersburg  (Fla.)  Times  before  joining  The 
Courier-Journal  in  Louisville,  Ky.  Snow 
returned  to  The  Miami  Herald  as  classi¬ 
fied  director  in  2000,  and  was  promoted 
to  vice  president  of  advertising  at  the 
Lexington  (Ky.)  Herald-Leader  in  2005. 

tMark  Pacey  has  been 
appointed  sales  direc¬ 
tor  of  U.K.  software 
company  Atex  in  order 
to  strengthen  the  key 
account  management 
team  and  expand 
Atex's  business  in  the 
Middle  East.  Pacey  previously  served 
with  NTT  DATA  as  EMEA  head  of  media 
and  entertainment. 

Maite  Junco  has  been 
named  editor  of  Voices 
of  NY,  which  aggre¬ 
gates  the  best  news 
stories  from  the  city's 
community  and  ethnic 
media  outlets  and  is 
housed  at  the  City 
University  of  New  York's  Graduate  School 
of  Journalism.  She  succeeds  Indrani  Sen, 
a  longtime  journalist  and  professor  who 
edited  Voices  since  February.  Junco  spent 
15  years  at  the  New  York  Daily  News, 
the  last  of  them  editing  Viva  New  York,  a 
weekly  section  focused  on  Latin  culture 
and  issues,  and  overseeing  Horn  Hispana, 
a  free  weekly  Spanish-language  paper. 

Lawrence  K.  Beaupre 

has  announced  he 
will  retire  from  his 
position  as  managing 
editor  of  The  Scranton 
(Pa.)  Times- Tribune 
and  executive  editor 
III  I,  of  Times-Shamrock 
Communications  on 
Dec.  31  after  12  years.  He  will  continue 
working  full-time  through  March  31, 


2013,  to  assist  his  still-to-be  named 
successor  in  the  transition  and  will  then 
remain  with  the  organization  in  a  part- 
time,  consultative  capacity. 

Toronto's  Globe  and 
Mail  promoted  three 
^  senior  editors  in  prepa¬ 
ration  for  the  rollout 
of  its  premium  digital 
subscription  package. 
Elena  Chemey,  editor 
of  the  Report  on  Busi¬ 
ness  section,  will  be- 

tcome  managing  editor, 
leading  the  paper's  en¬ 
tire  editorial  operation 
in  print  and  across  all 
digital  platforms.  Derek 
DeCloet.  who  has  been 
managing  editor  of  Re¬ 
port  on  Business  since 

t  2009,  becomes  editor 
of  Report  on  Business. 
Sinclair  Stewart,  the 
paper's  national  editor, 
wall  assume  the  title  of 
editor,  news  and  sports. 
Stewart  wall  be  re¬ 
sponsible  for  all  of  the 
Globe's  news,  including 
coverage  of  Ottawa,  British  Columbia, 
and  Toronto,  as  well  as  foreign  bureaus, 

Bemdt  has 

r  ^  been  named  sales 
'  ;  manager  at  ppi  Media, 

^  ' '  a  Hamburg-based 

software  supplier  of 
publishing  solutions. 

He  replaces  Christian 
Finder,  who  is  now  devoted  to  interna¬ 
tional  sales  in  Southeast  Asia.  For  more 
than  10  years,  Berndt  has  held  various 
positions  at  ppi  Media.  He  joined  the 
company  as  a  project  manager,  moving 
on  to  key  account  manager  in  customer 
consulting,  before  moving  to  the  sales 
department  in  2008.  In  his  new  position, 
he  is  responsible  for  marketing  software 
solutions  for  the  publishing  industry  and 
for  activating  the  corporate  publishing 
target  group. 
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EXECUTIVE  DIRECTOR  WANTED 


CIRCULATION  DIRECTOR 


Association  Executive  Director:  The 
Montana  Newspaper  Association 
(MNA)  a  non-profit  organization  rep¬ 
resenting  87  member  newspapers 
and  16  associate  members  seeks  an 
Executive  Director.  This  position  will 
work  closely  with  a  board  of  directors 
and  will  direct  operations  of  the  127- 
year-  old  MNA  its  for-profit  advertis¬ 
ing  sales  subsidiary  and  the  Montana 
Newspaper  Foundation.  Responsibili¬ 
ties  include  financial  planning  and 
operations  legislative  work  market¬ 
ing/advertising  seminars  and  con¬ 
ventions  contests  office  and  person¬ 
nel  management  publications.  Suc¬ 
cessful  candidate  will  understand 
community  newspapers  web-based 
news  and  advertising  and  exhibit 
strong  communications  and  inter¬ 
personal  skills. 


The  Fort  Bend  Herald  a  six-day  daily 
newspaper  southwest  of  the  Hous¬ 
ton  metropolitan  area  in  fast  grow¬ 
ing  Fort  Bend  County  is  seeking  to  fill 
its  position  of  circulation  director.  We 
are  interested  in  hiring  an  individual 
to  focus  on  service  and  growing 
sales.  Experience  in  home  delivery 
single  copy  management  sales  pro¬ 
motions  systems  manage-ment  and 
auditing  procedures  is  desired.  Com¬ 
pensation  package  includes  salary 
bonus  health  insurance  &  401  (k)  plan. 


Please  send  resumes  to 
Stan  Woody,  publisher  at 
swoody@fbherald.com 
(281)232-3737 


GENERAL  MANAGER 


Send  letter  of  application  resume 
and  salary  history  to 
Montana  Newspaper  Association 
82S  Great  Northern  Blvd.  Ste.  202 
Helena  MT  59601  or  email  to 
mtnews@mtnewspapers.com. 
Deadline  for  applications  is 
November  1  2012 
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Seeking  General  Manager  for  the 
Chesterfield  Observer  (circulation  of 
69244,  the  largest  weekly  in  Virginia); 
Chesterfield  Monthly  (circulation  of 
64321  ,Ai  begun  last  April  as  the  larg¬ 
est  magazine  in  Central  Virginia);  and 
Henrico  Monthly  (launch  date  of 
March  2013  with  a  projected  circula¬ 
tion  of  50000).  The  Chesterfield  Ob¬ 
server  has  doubled  its  total  sales 
since  2007.  All  publications  use  bulk 
mail  for  distribution.  Offices  are  in 
Chesterfield  County  the  most  popu¬ 
lous  county  in  the  Richmond  VA  mar¬ 
ket.  Ownership  potential.  The  ideal 
candidate  will  have  a  background  in 
editing,  sales  and  business. 


Reply  with  resume  to  the  owner  at 
publisher@chesterfieldbserver.com 
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Brainworks  Software  is  looking  for  motivated  people 
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circulation,  or  billing  systems  who  would  like  to  be  part 
of  an  exciting  company  with  products  that  are  taking 
the  industry  by  storm. 
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Please  email  your  resume  to  hr@brainworks.com 


■  ¥e  Believe  in  Newspapers, 
I  We  Believe  in  You 


Newspapers  give  you  more  than  just  information. 

They  offer  an  in-depth,  panoramic  perspective  of  events,  delivering 
a  weird  and  wonderful  diversity  of  arts,  culture,  sports,  hobbies,  and 
world  news. 


Newspapers  don’t  tell  you  what  you  want  to  know;  they  turn  you 
on  to  the  stories  and  topics  you  should  know.  They  inspire  you  to 
think  deeper,  see  further  and  dream  bigger  —  newspapers  are  where 
knowledge  comes  to  life. 
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How  Incumbent  Presidents  Fare 
in  Newspaper  Endorsements 


By  John  Mclver 

An  incumbent  President  is 
running  for  re-election. 
Incumbency  matters,  but 
does  it  matter  to  the  publishers  and 
editorial  boards  of  the  nation’s  news¬ 
papers? 

Slightly  more  than  70  percent  of  in¬ 
cumbent  candidates  win  re-election, 
so  one  might  guess  that  incumbents 
win  the  endorsement  race  too.  But 
they  don’t.  Sitting  presidents  who  run 
for  re-election  win  support  on  aver¬ 
age  from  just  a  fraction  more  than 
50  percent  of  the  newspapers  that 
issue  endorsements.  In  eight  of  14  re- 
election  campaigns,  the  incumbent 
wins  fewer  endorsements  than  his 
challenger. 

The  distribution  of  editorial  support 
for  presidential  candidates  varies 
dramatically  by  party.  In  16  of  the 
last  20  elections,  a  majority  of  Ameri¬ 
can  newspapers  who  endorse  po¬ 
litical  candidates  for  president  have 
preferred  the  Republican  candidate. 
Democrats  typically  lose  the  endorse¬ 
ment  race. 

The  historical  pattern  of  greater 
editorial  support  for  Republican 
Party'  candidates  can  be  seen  in  both 
first  races  and  re-election  campaigns. 
Democratic  incumbents  earned  the 
support  of  only  40  percent  of  Amer¬ 
ica’s  endorsing  editorial  boards  dur¬ 
ing  their  initial  victorious  campaigns. 
In  his  1976  victory  over  then-incum¬ 
bent  Gerald  Ford,  challenger  Jimmy 
Carter  earned  the  nod  from  only  16 
percent  of  endorsing  newspapers. 
Republican  incumbents,  in  stark  con¬ 
trast,  won  their  initial  election  with 
much  more  substantial  support.  On 
average,  74  percent  were  endorsed  by 


America’s  dailies.  The  weakest  Re¬ 
publican  candidate  in  modern  times 
was  George  W.  Bush,  who  won  59 
percent  of  newspaper  endorsements 
during  his  2000  campaign. 

The  average  incumbent  president 
loses  5  percent  of  his  endorsements 
when  he  runs  for  re-election.  Of  the 
10  elected  presidents  who  have  stood 
for  re-election  since  1932,  seven  lost 
editorial  support,  while  three  gained 
additional  endorsements.  Support  for 
the  last  three  incumbents  dropped 
substantially,  by  10  to  25  percent 
each.  The  only  other  president  to 
lose  such  a  large  percentage  of  his 
endorsing  newspapers’  support  was 
FDR  in  1940.  Roosevelt  faced  not  so 
much  concern  about  his  policies,  es¬ 
pecially  with  war  looming,  but  rather 
endured  the  complaint  that  standing 
for  a  third  term  was  inappropriate, 
indeed  “un-American.” 

The  only  three  presidents  to  gain 
editorial  support  for  their  re-election 
campaigns  were  Richard  Nixon,  Ron¬ 
ald  Reagan,  and,  surprisingly,  Jimmy 
Carter.  In  1972,  Nixon  —  while  ham¬ 
pered  by  national  debate  over  the 
Vietnam  War  —  faced  a  challenger 
in  George  McGovern  who  could  not 
overcome  his  own  campaign.  McGov¬ 
ern’s  call  to  “Come  Home  America” 
was  echoed  in  the  editorial  reply 
“Come  Home,  George  McGovern,”  a 
plea  to  find  a  path  closer  to  the  politi¬ 
cal  mainstream.  Ronald  Reagan’s 
1984  re-election  campaign  likely  ben¬ 
efited  from  challenger  Walter  Mon¬ 
dale’s  unpopular  call  for  higher  taxes. 
Jimmy  Carter’s  re-election  campaign 
could  hardly  fall  further  from  the 
support  for  his  1976  campaign.  The 
few  additional  newspapers  to  climb 
on  his  bandwagon  were  not  enough 


to  sustain  his  re-election  campaign. 

Partisan  differences  in  support  of  incum¬ 
bent  re-election  campaigns  are  striking. 
Democratic  incumbents  are  supported  by 
30  percent  of  all  newspapers  that  take  a 
position  on  the  race.  Republican  incum¬ 
bents  have  been  supported  by  70  percent 
of  newspapers.  Furthermore,  of  those 
presidents  who  have  run  for  re-election, 
newspaper  endorsements  fall  further  for 
Democrats.  Endorsements  of  Democratic 
incumbents  fall  on  average  6  percent, 
while  support  for  Republican  incumbents 
drops  about  3.5  percent. 

So  where  do  we  stand  in  2012?  Republi¬ 
can  challenger  Mitt  Romney  is  oft’  to  a  fast 
start,  winning  more  of  the  earliest  en¬ 
dorsements  than  President  Obama.  That 
is  not  surprising.  History  suggests  Obama 
will  lose  endorsements  from  some  of  his 
2008  supponers. 

Obama  does  have  a  long  way  to  fall.  In 
2008,  he  received  a  greater  proportion 
of  newspaper  endorsements  (64  percent) 
than  any  other  Democratic  candidate 
in  history.  On  the  one  hand,  no  elected 
Den'ocratic  incumbent  has  ever  earned 
the  support  of  more  than  40  percent  of 
America’s  newspapers  for  his  re-election 
campaign.  On  the  other  hand,  if  Obama’s 
endorsement  percentage  falls  that  far,  he 
may  be  in  the  same  position  as  George  H. 
W.  Bush  who  lost  25  percent  of  his  support 
in  1992. 

Expect  Obama  to  lose  the  endorsement 
race,  but  it  is  another  matter  for  him  to 
lose  the  election.  All  previous  Democratic 
incumbents  who  stood  for  re-election 
except  Jimmy  Carter  were  re-elected.  The 
endorsements  will  have  to  swing  dramati¬ 
cally  against  Obama.  History  is  on  his  side 
unless  he  loses  one  third  or  more  of  his 
2008  newspapers  to  his  challenger.  That 
shift  in  sentiment  would  be  historic.  ■ 


John  Mclver  is  a  senior  lecturer  at  the  Uni¬ 
versity  of  Texas  department  of  government. 
He  has  presented  his  research  on  elections 
and  endorsements  in  papers  for  the  Western 
Political  Science  Association  and  the  Ameri¬ 
can  Political  Science  Association. 
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Dear  E&P  Readers: 

It  gives  me  great  pleasure  to  announee  the 
immediate  commereial  availability  of  our 
Multi-Screen  HTML  Ads  offering.  Thank 
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This  offering  enables  you  to  monetize  your  premium 
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